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VARNISHED CAMBRIC e RUBBER POWER CABLES e BUILDING WIRE © RADIO 


CONVINCING 
PROOF 


BARE WIRE 


Bancroft Hall 
U. S. Naval 
Academy 
Annapolis, Md. 
Rewired for 
heavier load 


The Department of Interior Building 
Washington, D. C 


® AIWVS TYNSIS © SAYUIM 


The Archives of 
the United States 
Washington, 
D. C. 


MAGNET WIRE e 


ability to produce the highest grade 
INSULATED WIRE and CABLE 


CRESCENT Wire & Cable in- cations JC-106. If your job re- 


stalled in this group of quires conductors that must 
buildings is insulated with 


CRESCENT ENDURITE Rub- 


‘ and aging conditions, get com- 
ber Compound, a superaging : 4 
insulation which, due to its plete information on CRES- 
superior heat resisting and CENT ENDURITE from your 
high dielectric characteristics, nearest CRESCENT represent- 
far exceeds Federal Specifi- ative. 


SERVICE ENTRANCE CABLE @ 


meet abnormal temperature 


CRESCENT 
INSULATED WIRE & ) & CABLE CO. INC. 


TRENTON, \ y/ NEW JERSEY. 


Jobber Co-Operation—A Permanent Policy 
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© CRESFLEX NON-METALLIC SHEATHED CABLE e 
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RIGHT DRESS i The “right dress” for 

e an attractive instal- 
lation calls for Bryant Wall Plates of quality 
and appearance. 


There is a type and finish to harmonize with 
every room interior: Bakelite in brown or ivory with 
ribbed, mat and decorative surfaces. Metal in brush 
brass, spray brass, chromium and 
34 popular plated finishes. 


Use your easy-to-use Bryant cata- 
logue to show your customers the 
Bryant complete line of Wall Plates. 


SOLD THROUGH ELECTRICAL WHOLESALERS 


THE BRYANT ELECTRIC COMPANY *« BRIDGEPORT, CONNECTICUT 


NEW YORK: 100 East 42nd St. - CHICAGO: 844 West Adams St. - SAN FRANCISCO: 325 Ninth St. 


March 1938 — THE WHOLESALER’S SALESMAN 








50,000 People Inspected 
This Model Home...and its 


GQUARE J) MULTI-BREAKER 


Equipment! 


@ The Square D Multi-breakeRs in this model home were the con- 
veniences which attracted the most attention and received the most 
favorable comment by the thousands of people who inspected it dur- 
ing the thirty days it was on exhibit. 

These people were particularly interested in the fact that the Square D 
Multi-breakeR automatically disconnects any overloaded circuit and 
that no replacement parts are necessary to restore service. 

This particular home is equipped with two Square D Multi-breakeRs. 
One in the wall of the kitchen which protects the circuits on the first 
and second floors; the other, in the basement, for the protection of the 
basement circuits. 

There is profit in jobs of this kind and your contractors can sell them. This Square D Multi-breakeR is installed in the base- 

It’s your job to teach them how to do it. First—demonstrate the Square ment and protects the basement circuits. 
D Multi-breakeR and explain all its advantages. Give the contractors 
the selling points. Second—when specifications only call for fusible 
equipment, encourage the contractors to quote both ways: Square D 
Multi-breakeRs and Square D fusible equipment. The home owner will 
pay a few extra dollars for Multi-breakeR convenience and there is 
more profit for the contractor and for you. 


CALL IN A SQUARE D MAN 





This Square D Multi-breakeR installed in the kitchen 
protects the circuits on the first and second floors. 















SQUARE 7] COMPANY 


DETROIT- MILWAUKEE -LOS ANGELES 


IN CANROR: SQUARE OD COMPANY CANADA LIMITED, TORONTO, ONTARIO 
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New Sphiilg 
Switches 





At last — a switch with a soft, sliding action; no 
springs, no blades; silent and vibrationless. Pro- 
longed tests, mechanical and electrical, have proved 
that the new mercury break ensures exceptionally 
long life by eliminating parts that commonly wear 
out. Though silent, its action is positive. Here, 
then, is the logical switch for hospitals, churches, 
conference rooms, fine homes and offices where 
folks want the quiet refinement of high quality. 


SOLD THROUGH YOUR 


ARROW ELEGCTRIG DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 


(thd PAT. 1367 663 


a 


Sphinx Switches must be installed in vertical posi- 
tion, as marked. Fit standard wall boxes; have 
plaster ears standard; large-head binding-screws 
accommodate No. 12 wire. Handles come in 
brown Bakelite and cream-tinted white IVORYLITE 
to match plates. Specify Catalog numbers 821 for 
single-pole, 822 for double-pole, 823 for 3-way, 
824 for 4-way with BAKELITE handles. For 
IVORYLITE add “I” to Catalog numbers listed. 


ELECTRICAL WHOLESALER | 


THE WHOLESALER’S SALESMAN — March 1938 








NOBODY 

WORRIED — Boss men of the electrical manufactur- 
ing industry just held their NEMA spring convention 
in New York. Everybody looked around to see if any- 
body was worried about business. Everybody was smil- 
ing. So everybody had a good time and went home 
full of confidence. 

Sure, volume is off. But these men just can’t see any 
real hard times ahead. There are too many customers 
needing too many things. The electrical industry has 
too big a job to do in the immediate future to take 
time off being sick. So they just refused to be upset. 

And if it is true for the manufacturers, it is true 
for the wholesalers. Business is sweetening up right 

now. It is going to be a good year for those who do 
a good job. 


* 


WIRING TO 
60 PLACE$S—Make no mistake. This National 
Adequate Wiring Bureau has done a job. It has pro- 
duced a Class A—double edged—adjustable—self oil- 
ing—high stepping promotion campaign to sell wiring. 
It is beautiful stuff, backed by a sound plan and a 
going program. It’s a sharp tool and anybody can use it. 
Now it is up to us. For electrical men must go to 
work in every city and town and set up this campaign 
locally and get the wiring done. If they do, a pile 
ot business will flow to the wholesalers. So it is worth 





and help 


our while to step out with the banner now 
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speed local action. Every wholesaler’s salesman must 


grab hold and push. And his own pocket will soon 
thank him. 


* 


AND THEY 
TOLD HIM— King Franklin, friend of the people, in- 
vited small business to Washington. Here was another 
brand of the forgotten man, that the government de- 
sired to help. What should be done? They told him. 
It was a good thing for the country—good for each 
one of us. There is nothing wrong with this country 
right now, except political uncertainty and fear. You 
can play any game if you know the rules. But when 
the rules keep changing, purpose breaks down in con- 
fusion. 
The small business man said just that—in other 
words. We believe that Congress heard it. 


” 


MORE 
BUILDING —Just for fun, consider this. 


volume of construction contracted for so far this year 


The total 


is greater than for the same period in 1937. And this 
does not mean public works. These are contracts for 
building factories, stores and other commercial build- 
ings. What does it mean? 

It means that this county can’t wait. “TTrue—busi- 
ness was off and the outlook was troubled but these 















buildings could not wait. So these men went ahead— 
knowing that things are coming around all right. Every 
one of these buildings will need wiring. We sell it. 
And these buildings will encourage others to build. 
We can do some encouraging ourselves—if we want to. 


* 


LET’S BE 

HONES T—Chicago retail hardware and furniture as- 
sociations have been checking up. They found 43 
local houses selling wholesale to the public. Anybody 
with cash, they say, can buy 30 to 35 off the retail 
price. Seven to eight millions of this selling is done 
a year. 

There is too much of it in the electrical trade too. 
But we ought to have sense enough to see how dumb 
it iss Down go earnings. Quality and service stand- 
ards follow. Houses with a policy suffer also. Distri- 
bution is demoralized. All other consumers are dis- 
criminated against. 

You cannot compromise with economic honesty. 
Either you sell wholesale or you don’t. 


* 


BELIEVE IT 
OR NOT—Out at Del Monte last month the Pacific 
Division of NEWA was holding its convention—pebble 
beach—gnarled cypress trees—blue skies. You know. 
They were playing a golf match for the “central sta- 
tion cup”. A power company man stepped to the tee 
and socked her on the nose. The ball soared high and 
in turn socked a sea gull sight-seeing over the fairway. 
Some thought it was the climate. Some believed it 
an omen that the utilities are about ready to hit back 
—and how. Some just said—‘‘Well, for crying out 
loud!” But they called in the local taxidermist and 
he mounted the dead gull. ‘They presented it to Old 
Dead Eye Dick with appropriate ceremonies. That 
guy should be pinch hitting for some jobber. 


* 


NOW “WHY 

PAY RENT?’’—The new Federal Housing Act now 
turns loose big money to be loaned to people who want 
to build new homes or improve old ones. They can 
borrow up to 90 per cent on houses worth $6000 or 
under. It will also cover small apartment or group 
dwelling operations. 

Now is the time to raise the battle cry—“Why Pay 
Rent?” See that every contractor realizes that among 
his customers are many families who are just teetering 
on the edge of action. A little jolt may start them and 
a wiring job will come out of it. It is not our busi- 


ness—or the contractor’s—to sell houses. But houses 








sell electrical materials. And there you are, as Caesar 
used to say. 


x 


UNSETTLING 
DISTRIBU TIQN— The other day a branch house of a 


certain large wholesaler sent a truck to pick up a stock 
item costing 37 cents. Now, it would cost the manu- 
facturer more than that to put a charge through or a 
cash sale. So in disgust, he stole the item from the 
stockroom and presented it to the driver and saved 
a few cents on bookkeeping. 

It happens every day somewhere. An order comes 
in from a contractor including one of something not 
in stock. And instead of placing a normal stock order 
with the manufacturer, they pick up just one. To 
save a few possible cents on stock investment, they 
spend a dollar on transportation. Or how much was 
it in this case? 

But that’s not all. Here is another exasperated 
manufacturer, claiming that the wholesaler has a func- 
tion but is not performing it. And that hurts every 
other wholesaler and again unsettles orderly distribu- 
tion in the electrical industry. 


* 


HOW ARE 

WE DOIN’ ?— Our Directory of Electrical Whole- 
salers, just out, shows progress all along the line. Of 
the 806 independent wholesalers listed, 174 increased 
their investment in stock during 1937 while 108 de- 
creased it. Some 56 increased their warehouse space 
and none decreased it. Meanwhile 109 enlarged their 
sales force while two reduced their staffs. And there is 
no use asking how the chain houses have been doing. 

It is a good business—and it’s growing. For nothing 

is any good unless it is where it is wanted. Distribu- 
tion is society’s greatest present problem. It calls for 
knowledge, skill and equipment. We have it—for a 
growing line and field. All we need to do is to do 
it right. 
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Thoroughbred quality is more, far more than the veneer 
that is all too often mistaken for the real thing. Fortunately for all of us ... the 
thoroughbred, in time, comes to its just reward through public acclaim and accept- 
ance .. . while the gruelling test of the race takes its toll in ‘also rans.'’ No greater 
test of quality exists than the test of time . . . and Bull Dog Electric Products have with- 
stood that test. Long years of unfailing and unquestionably satisfactory service to 


thousands of users stand as proud evidence of the inbred quality of Bull Dog Products. 


BULL DOG ELECTRIC PRODUCTS CO. 


DETROIT « MICHIGAN 
Bull Dog Electric Products of Canada Ltd., Toronto, Ontario 
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“It's Sally Rand,—One of our men sold her 


two dozen fans.” 
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HE CARRIES 


SAMPLES 


RALPH WOOLLEY OF GENERAL ELECTRIC SUPPLY. 
SAN FRANCISCO, USES THEM AS CALLING CARDS 


By Charles L. Huyck 


‘““C\AMPLES, sure I carry sam- 

ples!”, says Ralph Woolley. 
‘Where could you get a better call- 
ing card for any customer?” 

“Carrying samples has always been 
a hobby of mine”, he continued. 
“So at the start I got the boss to 
give me a nice flexible sample ac- 
count. The stock boys are coopera- 
tive because they know that | hard- 
ly ever return any, as my sample is 
usually the nucleus of a package or- 
der. 

“What kind of samples do you 
carry?” I asked. 

“The most important thing of 
course is to select your samples, and 
first of all I’d say that a sample ought 
to appeal to the greater part of your 
trade. It should be enough of a 
novelty to get attention from con- 
tractors and engineers who've seen 
most everything in their time. 


Anticipate Seasons 


“Next, it ought to be seasonable. 
And by that I mean that you ought 
to beat the gun a bit and anticipate 
the season or the holiday when it 
influences or creates a demand. And 
this seasonable stuff applies to you, 
too. When it’s pouring rain you’d 
better carry weatherproof material. 
Also, your samples ought to tie in 
with any industry campaign, or coin- 
cide with a trend, or illustrate your 
company’s current advertising.” 

But most of all, Woolley main- 
tains, your sample should represent 
a group of items or a line which car- 
ries a good gross profit rate. For, 


since you are limited to a certain 
number of calling minutes a day, you 
can make yourself more valuable to 
vour house only by selling the better 
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profit lines. Therefore your samples 
can make themselves more valuable 
to you only when selected from those 
lines. 

Ralph believes that a week’s run is 
long enough for most any sample to 
knock around in a city sector such 
as his. And the man who hits the 
open spaces for weeks at a time, so 
that the new pooch bites him when 
he arrives home late, should carry 
his samples for just one trip. 


Samples That Work 


But meanwhile check the condition 
of your samples, urges Ralph, espec- 
ially the kind that chip or buckle or 
scratch or tarnish. A control switch, 
which has been banged about on a 
bench or in a car may have some 
small part bent or broken, and spoil 
the demonstration. 

“TI watch the construction bids”, 
he says, “‘or the building trade papers, 
and tie in with samples covering any 
special features the jobs may require. 
Also your regular calls give you an 
idea of what inquiries are coming 
into the customer’s office or what 
blueprints are on his trestles. And 
your sample may be the answer to 
the engineer’s prayer.” 

Ralph’s customers are nearly all 
industrials or contractors, and, there- 
fore, require construction or main- 
tenance material, which narrows the 
field of samples somewhat. His ter- 
ritory extends from the waterfront 
into 12th Street, San Francisco, about 
four square miles of what used to be 
called “South of de Slot” in the 
cable car era. 

“When do you spring a sample 


HE WANTED TO MAKE MORE MONEY! 








Ralph Woolley 


on your customer?” I asked him. 

“Just as soon as | get into his office 
or shop”, he answered emphatically. 
“That rule is just about invariable. 
It gives you a quick start and econo- 
mizes those minutes which are a sales- 
man’s stock in trade. And if you 
don’t, his eye keeps wandering over 
to the sample, and it diverts his at- 
tention from whatever else you are 
saying. Also, a sample puts your 
customer in a receptive mood. And 
notice I said a sample. More than 
one on a visit usually just scatters a 
man’s attention.” 


Watch Advertising 


“Looking back over my sample 
timetable, I seem to have specialized 
in lighting reflectors and floodlights. 
That’s because there’s a wide-spread 
interest in better illumination. ‘The 
field appeals to a wide variety of busi- 
ness men, and you and your sample 
and your contractor can often start 
—and even finish—something in an 
afternoon’s calling around. So when 
there’s nothing in the order book and 
no new jobs in sight, maybe I put 
something there by showing an un- 
usual or ingenious lighting gadget. 
Also I cash in on the manufacturers’ 
advertising by personally introducing 
items they are featuring.” 

Then too! Don’t be spasmodic in 
carrying around your samples. It’s 
the day in and day out effort which 
wins in these days, Ralph says. 




































HOTELS-— 
A*60,000,000 
ngage neaune wots MARKET 


By WalterJ. Holmes 





HERE are 28,822 hotels, with 

1,428,696 guest rooms, in the 
United States. Of these 11,373 are 
year-round establishments with 25 or 
more guest rooms each, a total of 
934,661 rooms. The balance are 
summer or winter hotels and the 
smaller year-round houses with less 
than 25 rooms each. The year- 
round hotels range from those like 
the New Yorker with 2,500 rooms 
to ten room houses in smaller vil- 
lages. 

A big year-round hotel plans to 
spend around $106 per year per 
guest room for electrical maintenance. 
If the average hotel spends only half 
as much, we have a market of $46,- 
733,050 per year for electrical sup- 
plies and eyuipment in the year- 
round group. Then add another 
$12,300,775, at the rate of $25 per 
guest room per year, in the smaller 
and seasonal hotels and we have a 
total market, conservatively _ esti- 
mated at $59,033,825. 

New building of hotels is now 
practically at a_ stand-still in this 
country. Only 1,500 have been 
built within the past ten years. But 
at the same time only a few have 
been demolished. This is the result 
of our national fondness for travel 
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The Hotel New Yorker with 2500 
rooms spends $106 a room each year 
for electrical maintenance. 











and appreciation by many people that 
hotel service, for part of the year, 
relieves them of the responsibilities 
of home management. So electrical 
maintenance by hotels should show a 
steady increase as buildings grow 
older and managers realize that mod- 
ernization is the cure for vacant guest 
rooms. 

Remodeling offers the greatest 
market for electrical products. New 
dining rooms, new kitchens, new pri- 
vate dining rooms, big sleeping rooms 
turned into suites all call for new 
fixtures, more wire, new outlets, new 
appliances and other electrical equip- 
ment. The installing of outlets so 
that guests can use electric razors 
conveniently calls for quantities of 
electrical supplies. Most hotels are 
now doing this in one way or an- 
other. 

The complete, detailed listing below, 
shows that hotels buy a great variety 
of electrical products. It is estimated 
that they spend around $3,000,000 a 
year for electric light bulbs alone, 
about $2,500,000 for light fixtures, 
and well over $1,000,000 for vacuum 
cleaners. Many of the larger hotels 
operate their own power and light 
plants and need supplies. A great 
many more operate refrigeration, air 


conditioning, water filteration and 
ventilation system, all calling for 
electrical maintenance and _ replace- 
ment. 

The manager is the chief buying 
influence in 80 per cent of the hotels. 
In hotels of over 200 rooms, depart- 
ment heads become more important 





The electric eye opens doors for 
guests and waiters in modern hotels. 





in buying. The housekeeper is the 
direct or secondary buying influence 
in all room equipment or supply pur- 
chases. The chef is responsible for 
specifying the types of equipment he 
wants in the kitchen. The chief engi- 
neer buys for all mechanical depart- 
ments; which includes nearly all types 
of electrical equipment and supplies. 

Larger hotels may be highly de- 
partmentalized in their buying. But 
the chief engineer is the man in 
whom the salesman of electrical prod- 
ucts is most interested, although the 
manager usually has to approve the 
bills and has a hand in all purchases 
requiring much of an investment such 
as new equipment. 

Due to the importance of good- 
will to the hotel business, most man- 
agers can be seen at any time of day. 
The best times to see them are 
shortly before lunch, directly after 
lunch and just before the dinner 
hour. The average hotel manager 
puts in very long hours, often from 
seven in the morning until very 
late in the evening. So he sometimes 
takes a few hours off in the after- 
noon. The chief engineer is on duty 
all day. The housekeeper can best 
be seen in the afternoon. She is gen- 
erally pretty busy in the mornings. 





GUEST ROOMS 
ceiling fixtures 
bed reading lamps 
table lamps 
bathroom ceiling fixtures 
bathroom mirror lamps 
radios 
fans 


RESTAURANT, BAR AND FOUNTAIN 
warmers for baked goods 
drink mixers 
food mixers 
juice extractors 
cream whippers 
toasters 
coffee mills 
coffee roasters 
electric ranges 


ice cube makers 

beverage cooling tanks 
refrigerated food display cases 
meat refrigerators 

ice cream freezers or containers 
fans 

bread cutters 
meat cutters 
potato pealers 





motor driven blowers for coal ranges 





Electrical Products You Can Sell to Hotels 


dish washers 

silver polishing machines 
buffers 

waffle irons 

coffee makers 

doughnut machines 

fry kettles 

malted milk mixers 


HOUSEKEEPING EQUIPMENT 


floor polishers 

floor scrubbers (tile and marble work) 
floor waxers 

electric vacuum cleaners for floors 


electric vacuum cleaners for upholstered 


furniture, curtains, etc. 
sewing machines 
ironers 
washers 
drier blowers 
electric hand irons 


FOR ENGINEERING AND MAINTENANCE 


conduit, wire, extension cords 
boxes, switches 

plugs 

receptacles 

portable repair lamps 

large fans 


hack saws 

grinders 

buffers 

portable electric drills 

ground testers 

volt meters 

ammeters 

flashlights 

tape 

solder, blow torches 

soldering irons 

soldering compounds 

bells, buzzers, signal equipment 
telephone and switchboard materials 
neon sign materials 

fire alarm systems 

switches, oil 

motor starters 

motors 

generators 

power panels 

metering equipment 

rectifiers 

transformers for light and power 


ELEVATOR MAINTENANCE 
signal equipment, telephone 


wire and cable of almost every size 
lamps, controls 
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THE 
SALESMAN'S CAR 


HOW ELECTRICAL WHOLESALERS HANDLE THE CAR PROBLEM 


oe 

VERY salesman who uses a car 
E in covering his territory some- 
times wonders if he is getting a square 
deal from the house. Do all elec- 
trical wholesalers expect their men to 
own cars? Who pays the cost of op- 
eration? When operating costs are 
paid by the house what is the basis— 
mileage or actual expenses? Who 
pays for the liability insurance? 

It is next to impossible for an indi- 
vidual to get the answers to these 
questions but THE WHOLESALER’S 
SALESMAN has just surveyed elec- 
trical wholesalers in all parts of the 
country on these very points. Here 
are the results which may throw 
some light on your individual prob- 
lems. 


l Most wholesaler’s salesmen own 
e their cars. Nearly 60 per cent 
of the wholesalers replying to our 
questionnaire require their men to sup- 


12 





ply their own cars. Reasons for this: 

(a) Men take better care of their 
own cars than they do of company 
cars. 








Methods of Paying Car 
Operating Costs 


BB Flat rate per mile 
Flat rate per day 


E83 Actual expenses 





(b) Men seem better satisfied with 
their own cars than with cars fur- 
nished by the company. 

(c) No company 
Cars is necessary. 

(d) Contention caused by men 
using company cars for personal pur- 
poses is eliminated. 

The reasons for company owner- 
ship of salesmen’s cars, advanced by 
30 per cent of the wholesalers who 
replied to our questions are: 

(a) Relieves the salesmen of in- 
vestment in a Car. 

(b) Gives better control over cars, 
their use by the men, their make and 
type, insurance and company liabil- 
ity. 

A few wholesalers, 12 per cent of 
those replying, have plans whereby 
both salesman and firm stand the cost 
of supplying a car. Usually enough 
money is advanced to enable the 
salesman to make the down payment. 
This advance is then paid back to the 
company in small installments with 

(Continued on page 90) 


investment in 





Who supplies 
the car ? 


Per Cent 
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ae Salesman 


Who pays car 
operating costs? 


Who pays for 
liability insurance? 
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ACKED by the whole industry the 
B National Adequate Wiring Pro- 
gram is now ready to go. The gen- 
eral plan is one into which every 
wholesaler can tie his own program. 
This plan has three parts: 

1. An advertising campaign of 
complete and balanced selling equip- 
ment—well written and well printed 
folders, posters, newspaper advertis- 
ing and other display material. It is 
going to arouse the interest of all 
classes of electrical men, architects 
and builders, the public. 

2. A simple certification plan for 
any city that has no Red Seal or 
other program now working. This 
is complete with certificate, home 
identification poster and other well 
designed and usable material, useful 
anywhere. 

3. A national promotional program 
already rolling to support the local 
Adequate Wiring Bureaus that will 
be set up all over the country. From 
the headquarters at the NEMA 
office in New York will go field men 
and publicity to accomplish these 
purposes : 

(a) Educate the public in the ad- 
vantages of adequate wiring in the 
home. 

(b) Inspire local industry groups 
to organize and promote the cause. 

(c) Mass the interest and active 
help of all employees in the various 


ADEQUATE WIRING 


KNOW IT! 
TALK IT! 
SELLE PFI 


THE SMART SALESMAN WILL 

MAKE HIMSELF PART OF THE 

ADEQUATE WIRING CAMPAIGN 
IN 1938 


branches of the electrical industry 
to promote the plan. 

Articles in national popular maga- 
zines have already reached an audi- 
ence of 16,000,000. The wiring idea 
is being tied into all other promotion 
programs that are running in the in- 
dustry. Work is being carried on 
with architects, builders, government 


bureaus, banks, real estate com- 


This four color display poster for windows and show 
rooms is typical of the fine art work available. 
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panies and boards, women’s clubs, re- 
tailers, wholesalers and_ electrical 
manufacturers. 

The National Adequate Wiring 
Bureau is sponsored by National 
Electrical Manufacturers Associa- 
tion, National Electrical Contractors 
Association, National Electrical 
Wholesalers Association, Edison Elec- 
tric Institute and International 
Association of Electrical Leagues. 
NEMA has put up the funds. 

W. E. Sprackling, vice-president, 
Anaconda Wire & Cable Company, 
is the chairman of the Bureau, rep- 
resenting the manufacturers. Herbert 
Metz, sales promotion manager of 
Graybar Electric Company heads the 
Plan Committee, representing the 
wholesalers. E. A. Brand, engineer, 
Niagara and Eastern Power Corpora- 
tion, is chairman of the Specifica- 
tions Committee, representing the 
power companies. Representative men 
from all branches of the industry 
make up the Bureau’s Executive 
Committee. 

Things are going to move in wir- 
(Continued on page 86) 





An Editorial Feature Section on 
“Wiring” appears in the March issue 
of Electrical Contracting. Reprints 
will be gladly sent to readers of The 
Wholesaler's Salesman on request. 
There is a lot of good sales ammuni- 
tion to use with contractors. 

















PRINT IN BINDING 


First step of the day for G. Douglas Burrus is to 
look over the Oklahoma City newspapers. “There 
are ideas in them!” 


HIS NAMES 
BUT HE'S 


Arrived at the General Electric Supply Corp., 
Doug goes through his tickler card file first thing. 
“Nobody’s memory is good enough to keep tab 
on everything and everybody.” 


A neat way of carrying samples is Doug's co 
tribution to the science of selling. He keeps th 
in the rear compartment where thieves can'! 
easily cut through and they won't blow out. 
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Get around and call on new building jobs early “It pays to gossip with all the workmen. 
2 and often. “It pays to know everybody at work 3 grapevine telegraph carries a lot of good 
e @ there. Foremen make useful friends,” says Doug. e Ad Here is Doug talking with Virgil Trotter. 
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ids BURRUS 
"WHE REAL MSCOY. 


suggests Doug. “Particularly when you have sold everything. Doug says that if you can help them 
him something that isn’t moving so well. Help him out a little on your specialty they are both grate- 


“Pitch in and help. when a storekeeper is busy”, Architects are supposed to know a lot about 
7 p ° M. 
get it out of the store. He won't forget it.” ful and good sources for tips on new jobs. 


oe 
“There come times when you have to pass out Sociability plays a part in any salesman’s life. 
M. a little ‘schmoos’,” says Doug as he pokes a 4 This is a 42 game with B. M. Smith, Shannon 
e bd big fat cigar into the face of B. D. Cardwell. e e Hughes and Edwin Sandford. 
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By 
Earl Whitehorne 





DOWN THE RAT HOLE 


OT long ago I talked one night at a contractor’s convention 
banquet. The chairman of the program committee was sore. 
He told me all about it, as we sat at the head table. 

He worked hard on this convention, built a fine program, brought 
out a big crowd, a good crowd. Men were there from all over the 
section, spending their dollars and their time, hoping to pick up some 
ideas. They wanted to make more money. He tried to help them. 

“T went to the heads of the principal wholesale houses with a sug- 
gestion,” he said. “I asked them to make the convention more profit- 
able by going easy with the liquor. I urged them to instruct their 
men not to gather members in their rooms during the meetings and to 
delay the serious drinking till after the banquet.” 

“How did they respond?” I asked. 

“Why they thanked me,” he replied. “They said they wanted to 
hold down expense accounts and to do some business at their exhibits. 
They said it was a smart idea. And now look at ’em.” 


HE crowd had been slow coming in and there was a sprinkling 

of eggs who were pretty well boiled. My friend pointed out 
two of them. They were wholesalers, hosts at tables. He thought 
they were damn fools to overplay entertainment. 

“T like to crook my elbow on occasion,” he said. “It mellows an 
evening pleasantly. It lubricates a lot of selling. But there’s no 
sense in just slopping oil around.” 

In this case, these contractors came to attend two days of meetings, 
to see an exhibit, to swap experiences and to have a little fun. But 
the main point was that they were looking for ideas. So it wasn’t 
smart to muddle them up. It wasn’t friendly or good selling. 


OW a man’s private drinking is his own affair. It’s nothing to 
write about. But when wholesalers’ salesmen open bottles for 
customers, that’s something else. That kind of drinking should be 
done in a way that helps business. Otherwise, it’s just a selling man 
pleasuring himself and friends on the expense account. 

Of course, competition presses at such times. These wholesalers’ 
salesmen knew these contractors were off the job and ready to play. 
But the salesmen should be on the job. That’s what they were there 
for. And it can be done without breach of hospitality or friendship. 

“It certainly makes a monkey out of management,” the chairman 
remarked. “The boss says one thing and the salesmen do another. 
There is no selling and a lot of profits are down the rat hole.” 
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I was all an accident. Jack Sala- 

dine’s room mate at Dartmouth 
landed in the electrical supply game. 
So when Jack came back from the big 
smoke and noise in Europe he found 
himself in the same business. It 
wasn’t planned that he should mix 
up in the selling end either, but 
that is how it worked out. He is 
still at it even though he is presi- 
dent of the 
Supplies, Inc., Hartford, Conn. 


The year that Uncle Sam threw his 


company—Electrical 


hat in the ring, Saladine was in his 
He took the 


passed it, and was 


last year of school. 


officers’ 


soon across. 


exam, 
When he returned to 
the states in 1919 he looked up his 
old room mate, who was with West- 
ern Electric and liked it. Jack lis 
tened to his friend’s sales story. It 
sounded good. He took a job in the 
supply department at New York. 


On The Road 
Then one day somebody inside said 
to the boss, “This man _ Saladine 


should be out in the territory, not 
sitting at a desk getting soft.’’ And 
they sent him to Hartford in 1921 
Five 


to cover the territory. years 


]. W. Saladine, Hartford Wholesaler 








later, when Graybar opened a branch 
house in the insurance town, he was 
manager, In 1938 he 
went with Arrow, Hart & Hegeman 


made sales 


as New England manager. 


He Gives The Facts 


Strangers swear that New Eng 
landers are tough men to do_busi- 
Jack Saladine 


Maybe _ it’s 


ness with. doesn’t 
think so. 
hailed 
them. 
Englanders want facts, not ballyhoo.” 
Saladine 


backed them up. 


because he 
from Boston and is one of 


“The truth is, he says, New 


them the facts and 

That’s how he still 
operates. He made good for Arrow 
with the 
upped to manager of all wiring de- 
vice sales. 

Saladine 
wanted to be a jobber. So he stepped 
Electrical Supplies, 


gave 


Yankees and was soon 


enjoved it, but. still 


out on his own. 
Inc., was the name—his own com- 
pany. And when the doors opened 
in January, 1936, he had a plan. The 
firm was to handle only first class 
lines and back them up with prompt 


service. Is was as simple as that, but 






HE WANTED TO MAKE MORE MONEY! 
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MEN YOU 
SHOULD KNOW 


— SALADINE- 


For Him, Good Lines and a Clicking 







Just Can’t Stop Selling 


Organization, Are a Winning Com- 


bination 


the point was that he really meant it. 
But it is 
not because he is the only smart elec 
He works 


is selling. 


So he has come along. 


trical man in the territory. 
hard. He knows what he 
He knows how to sell it. He isn't 
afraid to smile. And he backs up his 
promises to the letter. 

That spirit runs through the en 
The boys are con 
their stuff- 
all of them, from the counter men to 


tire company. 
genial and they know 


the territory-travelers. And it has 
built confidence and sales. 
Why Not The Cream? 


Saladine is like the West 
officer who told the graduating class 


Point 


it was just as easy to love a rich 
girl as a poor one on the shave-tail’s 
salary. Saladine tells his men that 
it is just as easy to sell good contrac 
tors, industrials and utilities as curb 
risks. 


The good ones buy in quantities, pay 


stoners who are poor credit 
on the 10th and want only good lines. 

And no big fancy offices for J. W. 
Saladine. He sits in a room near the 
sales counter, with the door open. 
He can wave a greeting to the boys 


—that is, when he is not out selling. 
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SALES THROUGH ESTABLISHED 
WHOLESALERS, OUR POLICY; 
WHOLE-HEARTED COOPERATION 
WITH WHOLESALERS, OUR PRIDE 





GENERAL 


THE LINE THAT HAS Y I 
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IRES AND CABLES 
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Everything! 


Just the kind of a line you need! Even when you 
start out with pan fish in mind, you may find the 
trout rising, or see a record bass jump.... Or, 
to talk everyday business, even if you have 
your thought on code wire orders, a customer — 
may surprise you with an inquiry for acid-proof 
cable .... If you carry the General Cable line 
with your regular sales equipment, you'll be ready 
to quote on any and all requirements .... It’s the 
line that has everything .... You should know all 
about General Cable staple and special service 
products, and cash in on all potential business. 


The General Cable Corporation sales 
office nearest you will extend all pos- 
sible cooperation. . . Atlanta, Boston, 
suffalo, Chicago, Cleveland, Dallas, 
Detroit, Los Angeles, New York, 
Philadelphia, Pittsburgh, Rome(N.Y.), 
St. Louis, San Francisco, Seattle, 


Washington (D.C.). 












Black ties and white fronts for F. A. Merrick, Westinghouse; The camera caught Charles Swartzbaugh, Swartzbaugh Mig.: 
H. B. Crouse, Crouse-Hinds; W. S. Quinlan, Robbins & Myers, J]. C. Dallam, General Electric; D. Hayes Murphy, Wiremold; 
and Stewart Crane, Cutler-Hammer O. C. Small, NEMA; and Ben Dinsmore, Porcelain Products 


(Left) H. G. Knoderer, General Electric, 
enjoys the goings on 


(Below) Glenn Sutton, The Whole- 
: saler's Salesman tries to hide be- 


hind Charles Wilson, General Electric. 
Harry Finnell, Habirshaw, enjoys the 
race 


PULLS A PARTY 


A. P. Denton, Rigid Steel Conduit Association; J]. R. Whittle, Gen- 
eral Electric, and G. L. Hatheway, Clifton, get serious 


Herb Metz and J. H. Fall, Ill, Benjamin, pause for the flash 


Joseph Sachs of Colt's Patent Harry Finnell, Habirshaw Wire and 
Fire Arms and W. J. Donald. C. W. Higbee, U. S. Rubber, want it 
NEMA, get in some horseplay known that they're not crooning 


H. L. Everest, A.H.6H., and C. L. 
Nicholson of Pass & Seymour in the 


role of friendly competitors . ‘ wy , 
* 
a 
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Typical of the Progress 
Cutler-Hammer has brought to Safety 
Switches — Bulletin 4115 . . . Type A 


-ompact construction. The two-pole 30 
p., 250 volt size measures only 8 x 6% x 

thus can be mounted direct on machine 
king fine appearance either above or 
igside a small Cutler-Hammer Starter. 


Ease of demounting. The entire operating 
comes out upon loosening just two screws, 
moting easy installation. 


Dead front (the modern trend) with 
s in the front, terminals near the top, 
vide accessibility when changing fuses. 


turdy, long-life construction. Contacts 
silver-plated, double break; all metal 
ts cadmium plated. Construction pre- 
ts heating, provides high interrupting 
acity, excellent current-carrying char- 


ristics and long trouble-free life. 


“ON THE MOVE WITH 


@The genius of America consists 
of its ability to bring better and 
better things to a greater and 
greater number of people. That 
progress can never stop for the 
man who will not or cannot keep 
abreast. 


In step with the philosophy of 
modern times, Cutler-Hammer is 
forever experimenting, forever 
pioneering, to find ways of mak- 
ing Cutler-Hammer equipment 
better... and better... and better. 


VAM DIETS 


CUTLER-HAMMER” 


Bulletin 4115 Type A Safety Switch 
is typical of the progress Cutler- 
Hammer brings to safety switches. 


Not only does it appeal to a 
wide market because of its cur- 
rent carrying and current break- 
ing performance; not only does it 
lend itself to greater use because 
of its sturdy construction, its ability 
to stand up under severe service 
conditions; not only is it safer, 
better in every way; but it brings 
all these advantages in an ex- 
tremely compact design—without 
sacrifice of its great stamina and 
capacity. 

This is the quality of product 
people want today. This is the qual- 
ity they will have. CUTLER-HAMMER, 
Inc., Pioneer Manufacturers of 
Electric Control Apparatus, 1306 St. 
Paul Ave., Milwaukee, Wisconsin. 





~ SURFE 


SURFACE WIRING DEVICES 


ALL the Necessary Parts 
Combined in a Single Unit 


NO separate 


boxes. No con- 
nectors. No sol- 
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Appeals to Contractors 
because there are— 


less things to do 


THIS: 
1. Mount the device 


2. Run the wire [armored 
or non-metallic] 


3. Connect the terminals 


Connect the terminalSam: 


SURFEX Daven 





Open Up New Jobs for the Contractor—New Business for You 


These simpler, safer Surface Wiring Devices are made of porcelain. 
They give complete protection against corrosion, electric shock and short- 
circuit—meeting the strictest requirements of every type of property 
owner. They open up new jobs in farm buildings, where previously these 
hazards of corrosion, short-circuit and electric shock were special obstacles 
to wiring contracts. SURFEX safety and neater appearance give contrac- 
tors a new selling point for jobs in cottages, basements, attics and garages. 

In every way, SURFEX surface-wiring devices are business builders, 
both for the contractor and for the jobber. 

They stimulate new enthusiasm among jobbing salesmen—give them a 
new item to talk about—a full line of better-made surface outlets that 
are easier and more profitable to sell. 


PASS & SEYMOUR, I 


(Solvay Station) SYRACUSE, N. Y 


») 
laa 
: — a SER Nee 


PASS & SEYMOUR, INC., 
(Solvay Station) SYRACUSE, N. Y. 


Please send me full details on your new line of SURFEX 
wiring devices. 
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L. CONDITIONING for the im- 


provement of employee .efficiency, product quality 
and industrial relations, consists of more than simply 
providing enough light to meet present-day illumina- 
tion standards. Of equal importance, light also must 
be evenly Getributed and adequately diffused. For it 
is only when quantity, distribution and diffusion of 
light are in correct balance that proper seeing condi- 
tions are obtained. 

Every reflector bearing the rtm Label is built to con- 
form to the high rim Standards for proper light 
distribution and diffusion. To meet these standards, 
RLM reflectors employ a porcelain enamel 


RLM REFLECTORS 


provide the 


BALANCED LIGHTING 


required for proper 


LIGHT CONDITIONING 





ATTENTION 


WHOLESALER’S SALESMAN 


Another of the series of 
advertisements spon- 
sored by the RLM Stand- 
ards Institute and 
directed to the individual 
users of lighting equip- 
ment is reproduced here 
to keep you informed on 
the work being done in 
your behalf. 











RICAL ANGLE Light Reflectors which meet the RLM 
specifications for Balanced Lighting and the other 
x fe essentials to proper light conditioning which are: 
l MORE LIGHT AT NO EXTRA COST—High 


reflection factor and —_— specifications in- 


crease the total light of the 


amp directed to the 


working plane. 
LOW COST MAINTENANCE—aum specifi- 
cation high quality Porcelain Enamel is the most 
durable of all reflecting surfaces. No extremes of tem- 
erature—no atmospheric conditions can affect its 
original finish.It can not become porous. It resists dirt 


and is easier to clean. Maintenance costs, 





reflecting surface, the most widely ac- 
cepted reflection material for proper dif- 
fusion and distribution of light. The 
unusually high rtm Reflection Factor 
Standards for Porcelain Enamel give fur- 
ther assurance of high lighting efficiency. 
Nine manufacturers now make RLM 
DOME, RLM DEEP BOWL and RLM SYMMET- 





FREE BOOKLET 
NOW READY FOR YoU 


Invaluable to everyone who 
specifies, purchases or sells in- 
dustrial lighting reflectors. 
Tells the purposes of the RLM 
Label and details the RLM 
standards which assure maxi- 
mum lighting performance. 
Write to the address below for 
your copy. 


The letters RLM stand for Reflector and Lighting Equipment Manufacturers 


therefore, are reduced to a minimum. 
3 WARRANTY OF UNIFORM 
QUALITY—A rigid inspection and 
testing service conducted by the Electri- 
cal Testing Laboratories of New York, an 
independent testing organization, insures 
continuous conformance to RLMstandards 
by manufacturersof RiMlabeled reflectors. 


RUM STANDARDS INSTITUTE 


‘NOOR PORAT 





20 N. WACKER DRIVE - 


THE CERTIFICATE OF (=) UNIFORM QUALITY 
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Russell Chapman of Wetmore-Savage, 
Boston, has been on the selling front 
since 1921—always with a pet line. 
He pushes ventilation because the 
market is large, the margins good. 





HIS PET... 


VENTILATION 


O* night, Fred Allen had a 
guest on his program who holds 
down an unusual job. All day long 
he rides New York’s subways with 
He’s a snif- 
fer. He’s on the lookout for gases. 

Russell N. Chapman is no sniffer, 
but they do have a point in common. 


his nose to the breeze. 


He sells for Wetmore-Savage up in 
Boston and his pet is ventilation. So 
when he is in a restaurant or indus- 
trial plant and odors come wafting 
toward him, the boss of the place is 


And like 


a blower 


going to hear about it. 
as not, he will soon own 
or exhaust fan. 

Chapman is one of the ventilating 
tops of the wholesale field. In 1936, 
Ilg put on a contest for 217 Wesco 
He was high volume man 
and took high prize—some 75 dollars. 


salesmen. 


Ventilation is his present standby. 
Lighting was a few years ago. His 
idea is that every salesman should 
have a specialty to lead the regular 
lines. It makes the work more in- 
teresting when he has a standbye. 
He knows it, pushes it. Russ makes 
more money and the trade in metro- 
politan Boston and along the south 
shore as far as Plymouth know him. 
That’s his stamping ground and has 


been since he first took to the road 
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for Wetmore-Savage back in 1921. 

In selling restaurant jobs he stresses 
comfort for both patrons and em- 
He convinces prospects that 
no diner enjoys his food as well, nor 


ployees. 


will his check be as large, when odors 
from the kitchen foul the dining 
room. In the kitchen, too, life goes 
smoother when excessive heat is re- 
moved. Also the work goes faster. 

Anyone who rolls over the high- 
ways of Massachusetts will see plenty 
of Howard Johnson and Dutchland 
Farm restaurants. Chapman watched 
the first ones go up and went into 


action. So far he has so!d the venti- 
lation for 37 Johnson stands. Most 
of them are blower jobs. The 


Dutchland Farms have bought equip- 
ment for 10 stands from him. Each 
of these has a direct-connected blower. 
In addition, two exhaust fans are 
built into the oven hoods. 

He merchandises fan and blower 
installations as packaged items. The 
owner doesn’t know anything about 
ventilation, so welcomes the salesman 
who can help him out. Chapman 
specifies the blower, motor, drive and 
size and number of ducts. ‘Then the 
electrical contractor can go ahead— 





HE WANTED TO MAKE MORE MONEY! 


the path has been cleared. <A sheet 
metal man handles the duct work. 
His story to the industrials is that 
employees can do a better, faster job, 
with less spoilage and discontent, 
when the thermometer in the plant 
doesn’t go too high. To prevent it, 
he tells them to move the air, then 
shows them how to do it. Here 
again, he sells the job as a package. 
He had a case in a leatherboard 
plant at Bridgewater. The room 
where the pulp was rolled into sheets 
became red hot in the summer 
months. ‘Too frequently they had to 
send their people home. 
The plant was built directly over 
a river, so Chapman set up a 9,000 
cubic-foot blower to draw cool air 
from the surface of the water. Five 
ducts led to each of the wetting ma- 
chines. The result was no more off- 
days and cigars were passed around. 
Chapman and his fellow salesmen 


handle American Blower and Ilg 
equipment. ‘The motors are West- 
inghouse. They stock two sizes of 


blowers, adaptable for most jobs. 
Plenty of motors and V-belt drives 
are also in the warehouse. For, as 
Chapman says, ‘Ventilating jobs 
break fast. We want to be able to 
cool them off in a hurry.” 


























You'll Be Surprised What Ordinary 


Persuasion Will Do to Get 


SOMETHING EXTRA “\ 


ON EVERY ORDER... 


RECENTLY woke up to the real 

meaning of salesmanship. It is 
just ordinary persuasion. Now I use 
some of this on all my calls. I try to 
get something extra on every order. 
Here’s a typical example: 

“No”, says a dealer, “no tape today. 
I’ve got some back on the shelves.” 

“Tt don’t sell on the shelves”, says 
I. “Why don’t you bring it out 
here on the counter? Here’s a good 
spot—right along side the cash 
register.” 

“Well, I don’t know”, says the 
dealer. Why should 1?” 

“Because it will make some money 
for you.” I answer, “Let’s have it 
out here. Move these lamps closer. 
There! Now every time a customer 
comes in for lamps, suggest that he 
take home a roll of tape for emerg- 
ency repairs. Get the idea?” 

Maybe the dealer has had some 
small success in persuasive selling— 
anyhow he usually sees the _possi- 
bilities— 

“In that case’, says he, “I haven’t 
got so darn much tape. Better put 
me down for some just on the chance 
that your idea works out.” 

By using this method I often get 
something extra on an order. But 
sometimes when I suggest staple 
items a dealer snorts— 

“Small potatoes! You show me a 
way to sell some of this stuff, that 
carries a real profit. Then I’ll do 
business with you!” I come back 
at him. 

“You mean stuff that carries a 
larger profit per item, don’t you? 
But does this larger stuff give you the 
actual profit that these small items 
offer ?” 

“I'd say a few bucks was more 
actual profit than a few cents 
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By Bill Coleman 


A Paw Paw, Michigan, Wholesoler's Salesman 


of anybody’s money, wouldn't you?” 

And the dealer grins. So I take 
a pencil and paper and show the turn- 
over possibilities of the small items. 
Though they may be skeptical at first, 
the figures convince them that what 
has looked like small potatoes can 
really provide considerable profits 
when properly pushed. 

I have another way to get some- 
thing extra out of night drives in my 
territory during winter months. I 
notice that farmers usually start for 
the barn with milk pails about five 
o'clock. ‘They carry the milk pail in 
one hand and a flickering oil lantern 
in the other, to light them across the 
yard and to illuminate the milking 
process. It’s surprising how many 
farmers have wired their homes, but 
not their barns! 

I’ve sold dealers and contractors 
on calling on farmers with me just 
about milking time. We have a 
trouble shooter lamp and about 100 


HE WANTED TO MAKE MORE MONEY! 












\ 


ab. & 


” 
Bill Coleman 


feet of wire, connected to a plug. 
We get the farmer to light the way 
to and and around the barn with 
the old oil lantern, then we stage a 
second trip with the hooked-up elec- 
tric lamp for light. 

The farmer is dumbfounded at the 
improvement electric lights make. 
The oil lantern throws more shadow 
than it does light and it is risky 
in the barn. So I suggest a wiring 
job in the barn with two or three 
40-watt lamps. 1 recommend a 
gooseneck reflector on the outside, so 
the farmer can have good light to 
work around the yard. 

As one farmer said after his barn 
was wired, “The old lantern was 
all right when we didn’t know any 
better!” It’s the same way with 
working your territory. It’s all right 
to accept what orders are given you, 
when you don’t know any better. 
But when you decide to get some- 
thing extra on every order by a 
little applied persuasion, you'll be 
amazed ! 





Coleman is 


This story wins a $25 Prize! Old 
Man Nimrod was a mighty hunter 
before the Lord. The Good Book 


says so. Well, so is Coleman. 


Are you a Nimrod? 


If so, write us a letter. It's a 
Contest! Write us 500 to 1000 
words—how you sold a hard one 
— you nailed him with a new 
idea. 





March’s Nimrod!. 








Send in your letter with a good 
snapshot of yourself. The best 
letter each month gets $25. We 
pay $5, too, for others that we 
print. 
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IRING DEVICES / = 


SOLD THROUGH 
ELECTRICAL WHOLESALERS 


INSTALLED BY 
LEADING CONTRACTORS 


SPECIFIED BY 
DISCRIMINATING ARCHITECTS 


THE BRYANT ELECTRIC COMPANY * BRIDGEPORT, CONNECTICUT 


NEW YORK: 100 East 42nd St. - CHICAGO::-844 West Adams St. - SAN FRANCISCO: 325 Ninth St 
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A Service Man 


He’s a real MAN, this salesman. 
Every spark of his personality, every 
line of his friendly smile, every word 
of his sales talk flashes human interest. 
That’s the stuff that melts opposition 
and cuts down resistance! 

He spends his time talking about 
YOU, not about ME; talking about 
cooperation and resale helps, not about 





<< 
ia 


overstocking and selling. In short, he 
acts like a service man rather than a 
salesman! And he doesn’t talk to his 
prospect as if he were addressing a 
public meeting. He talks to him and 
works with him like a friend. After 
all, isn’t that what you'd like to make 
of him? 


A Cry-Baby 


Here’s a sweet morsel of manhood! 
He just “can’t take it’; and when he 
loses an order, you can hear his cries 
at the top of the mountain. 

A good salesman is a good sports- 

















He can lose an order with a 
smile, and laugh his way into another. 
How else do you think you can keep 


man. 
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and 
Think it over! If 
you were the customer, how would 


your customer in good cheer 
yourself, too? 





you like to see yourself walking in 
with a face as long as your legs? 


An Order-Taker 


What is he—mouse or man? Ill 
tell you he’s just a tourist, 
traveling through the territory on 
some other man’s momentum! 

His usual shocker is: 
doing today?” 


“Anything 
He lacks aggressive- 
ness; he offers no suggestions; he 
shows no initiative; and he indicates 
no creativeness. In plain dealer Eng- 

















lish, he “hasn’t got what it takes.” 
What a terrific loss to the Ladies’ Aid 
Society ! 

A Price-Cutter 


The average price-cutter gets that 
way because he has neither the cour- 
age nor the ability to sell good prod- 
ucts at regular prices. 





Price-cutting is just a flimsy crutch 
for the fellow who is too lame to 
walk straight! It is a vicious circle 
that leaves everybody worse off than 
they were before—yourself, your com- 
pany, even your customer. It has no 





place in modern quality selling. How 
much better it is to sell on the basis 
of true Value, which is represented 
by: Price, divided by the Amount of 
Satisfactory Service 


A Tonsil Artist 


Here’s the man of whom it is said 
that “many a sale is killed by the 
jawbone of an ass!” 

There’s always a_ psychological 
point at which it is safer to stop talk- 
ing. If in doubt, stop before you 





<* 


TALKING / 








reach it. Give the customer a chance. 
He is entitled to have his say—and if 
you give him enough leeway, he may 
talk himself into the order before you 
know it. 

Remember, you can talk yourself 
out of an order, too. It has been 
done more than once by salesmen who 
didn’t have any terminal facilities. 

You're not that way, are you? 


A Prospect 


Prospects are 
like ourselves. 


human beings, just 
Whether they admit 
it or not, they are willing to be sold, 
but they want to be told this, that, 














and the other about everything in 
your line. If you can’t tell ’em, you 
can’t sell ’em! 

After all, can you blame him for 
wanting the whole story before he 
says: “All 


gross.” 


right, send me half a 
He has a perfect right to 
demand full information, and it’s up 
to you to tell him. 

How much do you really know 
about your line? 
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Molded thread-on Con- 
nectors 


Conex thread-on Con- 

nectors Distributed ex- 

clusively by Weiss & 

Biheller Mdse. Corp., 

584 Broadway, New 
York City 


Porcelain thread-on 
Connectors 


1047 PARK AVENUE, 
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We do this so that... y 





Ads like these make the mdustrial 
executive think about re-wiring 


NX AN AID to wholesalers in their service to 
industrial customers, Anaconda Wire & 
Cable Company is carrying on the promotional 
program shown here. In Time, Business Week, 
and a long list of publications going to the in- 
dustrial executive, ads like those shown here 
point out the waste caused by antiquated, defi- 
cient electric wiring and urge the industrial plant 
to do something about it. 

This publicity is really “clicking”. Plant exec- 
utives are interested. They are realizing now the 
need of making better use of the power they buy. 
This program is a business-getting campaign, de- 
signed for your benefit. Make use of it! On the 
next page, we show you just how to profit from it. 





Cebbechioned, “hit or mnie” whsing bb westing power 
te ee ot of ton en me eres Bring 
yom plant's shectric ciresitn wp to date bere beesk- 
deen exces. A wiring moray will cant you matting, 


General Offices: 25 Broadway, New York + Chicago Office: 20 North Wacker Drive 


. you can do 
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. Ads for you 

2 These messages, suitable for usein newspapers, direct- 

mail advertising or your own company publication, 

it are being used by utilities and electrical wholesalers. 

a . . - e 

ie Tie in with a local campaign of your own! 
y. One wholesaler increased his wiring business 
e 





Tl, 
Hi] 


iti T 


ait ite 


Wibstin ait 


bee teb teaat 
wayeyteataglgcetett 


ty 


ANY WHOLESALERS have found it profitable to 

cooperate with the “Modernize Wiring” campaign 
outlined on the preceding page. Many others are in 
process of organizing local campaigns of their own. 

In Cleveland, for instance, over 450 leads were ob- 
tained from a localized “drive” based on the Anaconda 
program. These leads were followed up by the power 
salesmen in cooperation with a local wholesaler. This 
wholesaler increased his wiring business by more than 
79% as a result of this campaign. A number of new 
lighting and power installations were obtained, as well 
as numerous re-wiring jobs. 

Why not organize a campaign for your community? 
This method of selling is now so thoroughly tested that 
every step can be outlined in advance with assurance 
that profitable results will follow when the program is 
carried out. The “Modernize Wiring” program is sound 
economics. An Anaconda representative will be glad to 
discuss with you the entire subject of a “drive” such 
as we suggest. Books, sales letters, materials for ads, 
and complete directions for carrying on a campaign 
are now available. 38420 


Write to us today for complete details 
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Sales Offices in Principal Cities 


this 











Letters for you 


Here are samples of letters 
used by one well-known 
utility to tell customers 


about the need for mod- 


ernizing circuits. 

























THIS WIRING SURVEY a. 


conde 
ia designed 1m clase inven Se recon of tes 
peocnare snd methods 1 che problems of making * 


y exes marcas of apprennns Te provides 2 form for the 
Lad 
and 














Sales aids 


The “Industrial Wiring 
Survey” tells how to 
make a wiring survey. 
The “Industrial Guide” 
tells how to correct the 
conditions revealed by 
the survey. These and 
other salesaids are avail- 
able for your use. 


AT HIS DESK sits H. D. Shaw, one of 
the bosses of the Electrical Specialties 
Co., Detroit. Shaw and cohorts find 
they get bigger and better orders by 
acting as engineering consultants for 
industrial customers. They study the 
plants first, make suggestions, then go 
efter signatures. 











SUPPLY 
MEN 



























EVANGELIST. Isadore Tomberg, who 
runs the Tomberg Electrical Supply Co., 
Wilkes-Barre, Pa., continually preaches 
to his contractors that they should be- 
come sales minded. “You have the 
opportunity,” he tells ‘em, “So why not 
sell them all their electrical require- 
ments?” Hallelujah! 


* 
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ee 
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SOUTHERN FOURSOME. They’re all with Interstate Electric Co., Shreveport, 
La. Left to right, C. C. Wimbish covers Arkansas and northeast Texas; Clyde 
E. Fant runs the appliance department, R. M. Jemison is general sales manager 
and J. P. Barbee covers eastern Texas. He is the latest addition to the sales force. 


BUSY BOYS are these who run the warehouse of the North Coast Electric Co.., 
Portland, Ore. The bush whackers out on the firing line who shoot in the orders 
are responsible. From the left: Ralph Peterson, receiving clerk; Bob Redell, ship- 
ping clerk: C. G. Batt, warehouse foreman and Seth Wickstrom, order filler. 








SALESMAN AND CUSTOMER. The man 
at the left is “Uncle Joe” Trosclair, who 
travels for the Electrical Supply Co., 
New Orleans. His companion is Frank 
of the Municipal Light Plant, Abbe- 


ville, La. Albert Acker looked things over. 


WHILE THE carpenters and wiremen 
were hard at work on the new fixture 
rooms of the Germantown Electric Sup- 
ply Co., Philadelphia, Lighting Manager 








are y “7A MAN'S OUTFIT is the C. A. Markley 


wes Elec. Supply Co., Harrisburg, Pa. Left 
to right: Red Hearter, purchasing; Herb 
Bair, fixtures; Paul Miller, sales; Fred 
Haring, sales; Judge Cargill, credit 
manager; Whitey Boyles, bookkeeper; 
Dave Smeltzer, sales; Red Hawbaker, 
counter sales; Roy Shade, fixtures; 
C. A. Markley, the boss; and Lawrence 
Butler, janitor. 
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Y, upetaging 
Heat Resisting 
Moisture Resisting 


PERFORMITE 


THE MODERN RUBBER INSULATION 


By all known accelerated aging tests Perfor- 
mite rubber insulation is far ahead of any 
other commercial insulation. It is non-cor- 
rosive, free-stripping, long-lasting. Per- 
formite shows surprisingly little deteriora- 


tion in the oxygen bomb, air bomb and air 


ommended for operation at conductor tem- 
peratures up to 75 degrees Centigrade, thus 
providing a tangible advantage over most 
other types of rubber insulation in economy 
of copper size. Its stubborn resistance to 


heat makes it better suited than ordinary 





oven accelerated age tests. 


One of its outstanding charac- 


teristics is its resistance to de- 





UNIFORMITY 
ERFORMIT 
WIRES & CABLES 

SEPENDABILITY 


rubber insulations for hot 


locations. 


Licenses to make Performite 








terioration by heat. It is rec- 


American Steel and Wire Company 
Anaconda Wire and Cable Company 
Bishop Wire and Cable Corporation 
Collyer Insulated Wire Company, Inc. 
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Essex Wire Corporation 

General Cable Corporation 

General Electric Company 

Habirshaw Cable and Wire Corporation 
National Electric Products Corporation 


have been granted to: 


John A. Roebling’s Sons Co. 

Rome Cable Corporation 

Simplex Wire and Cable Company 
Triangle Conduit and Cable Co., Inc. 





«* 


FHERE IS NO SUBSTITUTE he. 





















sas the largest portion of an iceberg is hidden trom view, so no human eye can see 
e things that make Safecote electrical conductors. 


Safecote 1s generally known as having certain “on the surface’ features: 


A 


—_ = ~ 











—— 


lame Retarding * Moisture Resisting * Fishable-slick Finish 





Dut. .. wire is not Safecote ust because against such destructive agents as moisture, 

happens to have some flame retarding, light, air... While your eyes have never 
: oisture resisting and fishable qualities, seen the things that make Safecote... your 
y more than a violin is a genuine eyes can see the Trade-Mark that assures 
' ndivarius simply because it 1s shaped your getting genuine Safecote ... built to 
e a “Strad”, has strings like one and Safecote standards under the supervision 
n be played upon. of the Safecote Laboratories. 
; Only time and service will show proof Look for the Safecote Trade- Mark. 


the superiority of 





tecote. Time will dem- ING MOIS 
Sages TURE Rp 


Ses. 
strate the permanence Ay Om 
its flame retarding, ELECTRICAL SS 

\ 


pisture resisting coating 
. .S 









CONDUCTORS 





' which the insulation 


U. S. LETTERS PATENT NUMBERS: 
1,635,829 1,772,436 1,765,000 
hermetically sealed 1,798,486 1,410,790 1,536,549 


OTHER PATENTS PENDING 


INSIST UPON GENUINE SAFECOTE 
FOR YOUR PROTECTION 


V 
SAFECOTE LABORATORIES ARE AT YOUR DISPOSAL 
‘ SAFECOTE PERFORMANCE SPECIFICATIONS UPON REQUEST 
A Ve... CLCO C GEORGE Cc RICHARDS LICENSOR'S AGENT 













i) EAST 44th STREET NEW YORK Se 
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FU FUSTAT 


Stops 

needless 
blowing 
of fuses 








Permits adding more appliances 
to present circuits 


You can load an ordinary circuit right up to capacity and 
yet protect it with a 15 ampere Fustat. Its long time-lag keeps 
it from opening needlessly as when motors start on washing 
machines, oil burners, refrigerators and other appliances. 

Thus you can expand the use of present circuits with per- 
fect safety — and without incurring needless blowing of fuses. 


Abolishes aggravating ““blown-fuse”’ 


service calls 


Such calls are wasteful and costly to everybody. 

The user loses time and temper and often money when 
service is off. 

The service man is dragged away from more profitable work: 

Contractor or dealer loses if user kicks about paying full 
cost of a call where the only work done was to replace a blown 
fuse. 

The Fustat stops such senseless waste because it doesn’t 
blow needlessly. 


Protects against dangerous 


| di . s s 
overloading of circuits 

The Fustat cannot be replaced with a penny or other sub- 
stic:te for the fuse — or with a size too large to protect. 

The user is protected against anyone unwittingly creating 


It’s just good business to sell, install and use Fustats 


The F 





BUSSMANN MFG. CO., University at Jefferson, St. Louis, Mo. 
JEFFERSON ELECTRIC CO., Bellwood, Ml. 

KIRKMAN ENGINEERING CORP., 121 Sixth Ave., New York City 
NATIONAL ELECTRIC PRODUCTS CORP., Fulton Bldg., Pittsburgh, Pa. 
UNION INSULATING CO., 277 Broadway, New York City 


oe yne®” ee 


Fits present fuseholders 


The Fustat can be used in any 
Edison base fuseholder thru use 
of an adaptor that retails at 7 4c. 





a fire or personal injury risk thru haphazard practices that 
permit circuits to be overloaded. Once installed, SAFE pro- 
tection REMAINS SAFE. 


Nips out hazardous shorts in 
flexible cords 


The Fustat contains a fuse. The ability of a fuse to protect 
against dangerous cord shorts, grounded sockets, etc., is well 
known. 

Protective devices that do not open on short circuit as quick- 
ly as the Fustat permit the cord to burn out at the short. You 
get the fireworks in your face, or hands, or around the house 
where injury or damage may be caused or a fire started. 

The quick action of the Fustat on short circuit prevents 
spraying of molten metal, burning of users, starting of fires, 


Helps reduce user kicks about 


service or appliances 


Users “just can’t be made to understand” why other 
protective devices often open when there is nothing wrong. 

When such needless shutdowns occur with newly purchased 
appliances they get particularly “hot” and generally throw 
the blame on whomever sold or installed the appliances. 

Such user complaints hurt not only the dealer or contractor 
— but everybody in the Electrical Industry. 

The Fustat offers a common sense way to reduce this evil to 
a minimum. 
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ind 


ty March ; 
since 1887, 


have been plugging fans. 


on the market 


April, 


wholesalers’ 
Fans came 
ahead of most other 


every 
salesmen 


year 


electrical appliances and have always 


been a substantial part of the appli- 


ance business of 


During the last ten years nearly nine 
all types have been 
at retail, 


million fans of 
sold, 
dred 


worth 
million 


has come. 


The number of ceiling fans sold 


each year 


But desk 


and 


most 


dollars—an 
of ten million dollars 
table below shows how this growth 


has fallen off since 
bracket 
shown a remarkable increase since the 


wholesalers. 


over one hun- 
average 
a year. 


fans 


ing fans, 


the attic 


The able 


prior 


such 


to 


last 
8,522 installations were made. 


unit. 


year 


but 


as the pedestal type, 
have also shown a steady climb since 
the same low-point year. 
The newcomer in the 
ventilation 
on sales of this product are not avail- 
then 
T 


for 


fan field is 
Figures 


retail value shown in the table 


these 
1934. 


have - 


Since 


fans does not include the cost 
of installation. this is a new 
item the consumer acceptance during 


1937 was extraordinary. ‘This con- 


TIME TO SELL FANS 


FAN BUSINESS HAS RUN TEN MILLION A YEAR— 
ATTIC VENTILATION NOW OFFERS NEW PROFITS. 


so many 


so 


stocks. 
he 


people 


They 


dealers, 


are 


want 


contractors 
manufacturers have become very 
tive on attic fans. 
of the liveliest items in many dealers’ 
a relatively 
pensive answer to the home-owner’s 
desire for comfort cooling. 

Liveliest market for attic ventilation 
units so far has been in the southeast. 
But there are 
popularity of these fans is spreading 


indications 





the 
thing to air conditioning within their 
means 


nearest 


and 
ac- 


They are now one 


inex- 


that the 


















































low point in 1932. Other ventilat- sumer acceptance came about because further north. Electrical Merchan- 
FAN SALES FOR THE LAST TEN YEARS 
OTHER 
CEILING DESK AND BRACKET ATTIC VENTILATING TOTALS, ALL TYPES 
i - UP TO 16in. bee ck ws 
NO. | RETAIL NO. | RETAIL NO. | RETAIL NO. RETAIL NO. | RETAIL 
SOLD VALUE SOLD VALUE | SOLD | VALUE} SOLD VALUE SOLD | VALUE 
1928 60,000 | 2,655,000 789,000 11,096,312 Not | available 30,000 947,500 879,000 | 14, 689, 81 2 
1929 74,000 | 3,375,000 673,000 | Peper yon Not | available 34,000 | 1,073,720 781,000 13 890,720 
1930 68,000 _ 3,094,000 819,000 | 11,466,000 Not | available 29,000 914,500 906,000 1 5,474,500 
1931 41,903 1,843,732 642,600 | 7, 711,200 Not | available 22,800 615,600 707,303 9,577,732 
1932 18,000 558,000 313,000 | 2, 504, ,000 Not | available 13,800 276,000 328,600 3,388,000 
1933 34,950 | 1,083,450 599,000 | 3,434.1 100 Not | available 15,300 306,000 649,250 4,823,550 
1934 55,920 1,733,520 958,400 | 5,494,560 Not | available 26,780 524,600 | 1,041,100 7,752,680 
1935 25,499 790,490 930,540 | 7,072,104 Not | available 36, 842 589,472 992,881 8,452,066 
1936 25, 1253 717,185 | 1,163,175 | 8,840,130 Not available 53 ‘078 889,587 | 1,241,506 10,446,902 
1937 24, 398 839,103 | 1,222,407 8,679,089 8,522 1,095,155 60, 903 1,140,495 | 1 (316, 230 11 153, 842 
TOTAL.. 8,842,870 100, 258, 804 
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dising reports that in such centers as 


Birmingham, Ala., Atlanta, Ga., 
Memphis, Tenn. and New Orleans 


the business is taking on the propor- 
tions of a Power com- 
pany promotion through window dis- 
plays, newspaper 


mild boom. 


advertising and bill 
stuffers is having a beneficial effect 
and dealers are pushing sales. 

Check-List of 
Fans starting on page +7 shows the 
essential specifications for all types 
of fans for which data was supplied 


The Salesmen’s 


by the manufacturers. 


rious types of desk and 


office, 


commercial 


mestic, small 


It gives a comprehensive picture of 
what types of fans are available, who 


makes them and their price. It 


good selling ammunition. If addi- 
tional information is needed write the 


individual manufacturers. 


It covers va- 
bracket 
(oscillating and non-oscillating) ceil- 
ing, pedestal and exhaust fans for do- 
industrial and 
applications. Use this 
list in talking with your customers. 











Fan Outlets 
Department Stores 
Automotive Dealers 
Retail Furniture Stores 
Retail Hardware Stores 
Electrical Dealers 
Electrical Contractors 
Retail Drug Stores 
Country General Stores 
Utilities 
Music and Piano Stores 
Sporting Goods Stores 
Novelty Stores 











CUSTOMER LIFE CYCLES 


Ss riFIC studies have been 
made of the life cycles of very 
nearly every kind of living creature 
from ants to elephants. Now we have 
a study of the life cycle of customer 
relationships. A well-known market- 
ing counselor has discovered and meas- 


ge 
fh ee * 


3 Ss 





aw 


Zi) 








REGULAR 
CUSTOMER 





* 








as \} | 


y 


i 


? 
f 
N ‘J PROSPECT 


LEDGE 





There's more fo selling than landing 


the first order. 


tomer is on the books only five years. 


ured the phases which customers pass 


through and the 
time a customer’s name 
the books. 
First he is “ 
he becomes “ 


our prospect.” 
our new customer 
“our regular customer,” 








aR | SthYEAR [6th ” 
«VEARL on VER 
4 Y | t R 7OYEAR 


REGULAR 
CUSTOMER 








FORMER * 7% 
CUSTOMER \\x >, 


The average cus- 


average length of 
remains on 


One day 
* then 
next “our 





old customer,” and finally “our 


former customer.” ‘The 


average 
length of this cycle is from 6 to 7 
years, which means an average annual 
customer mortality of 15 per cent! 

This can imply only one thing and 
that is, that the average company 
must have an annual replacement of 
15 per cent, more or less, of new 
customers merely to hold its own. 
And the average salesman must do the 
same if he is to hold his own! When 
it comes to making gains in the num- 
ber of its customers the average com- 
pany must add 25 per cent new names 
to its books each year to gain ten per 
cent! 

But it is always easier to hold old 
customers than to get new ones. ‘To 
give the regulars the service that keeps 
them from sliding off the sales ledger. 
Here’s where it pays a salesman to 
maintain customer good will. 

Talk about building and equipment 
obsolescence—what 





about customer 


obsolescence! This suggests two ques- 

salesman: (1) What 
are you doing to hold on to old cus- 
tomers or to bring back those who 
would normally drop off? What 
definite plan do you and your com- 
pany have for winning 15 per cent of 
new customers for replacement only 
during the next year? 


tions for any 
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KANSAS CITY BOYS. Both of these 
fellows are with the American Electric 
Co. H. Borchardt, left, has managed 
the house since last August—and doing 
a good job. George King has charge 
of major appliance sales. 





OUT IN THE SUN step A. C. Brydle and 
W. H. Naudascher, of the Graybar 
house at Allentown. Brydle whips 
around the territory telling the appli- 
ance story and Naudascher has charge 
of service. 





IT’S LIKE THIS,” and Sales Manager 
R. G. Warner of Horton is about to 
climb up on the table. At the left sits 
A. E. Askerberg, general manager. In 
the center is E. A. Jordon, assistant 
sales manager. 
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AND MANY MORE. A short time ago, 
Warren-Telechron celebrated its 2lIst 
anniversary. It was 21 years ago that 
Inventor-President Henry E. Warren 
began the manufacture of electric 
clocks. At the anniversary party, his 
first employee, now chief inspector, T. 
Durmer, presented him with a volume 
signed by 1200 employes. 


APPLIANCE 


MEN 


BEFORE THE 


CAMERA 





THE ROUND TABLERS are 









(from the 
left) A. M. Chester, Power City Radio 
Co., Sioux Falls, S. D.; W. B. McKenzie 
of the same company; Hub Jaax, Cros- 
ley salesman; and Charles Lytle, 
Southern Minnesota Supply Co., Man- 
kato. They were at the Netherland 
Plaza Hotel, attending the Crosley Com- 
pany’s New York Show. 





SOUND AND SAFETY. The engineers 
of RCA have brought out a sound am- 
plification system that is audible for at 
least a mile. A test set was installed at 
Atlantic City and the camera caught W. 
S. Cuthbert, Director of Public Safety 
approaching the microphone, while Dr. 
C. L. Bossert, in charge of the Beach 
Patrol, and W. L. Rothenberger, RCA 
official, look on. 


THESE APPLIANCE mrnded fellers come under the banner 
of the General Electric Supply Corp., New York. They are 
D. Kanerek, H. Kessler, L. A. Iserman, R, A, Callen and 
H. R. Yackel. 














FOODATALK 
aN 
‘B USINESS AT 


CHICAGO'S JANUARY MARKETS 


(Above) Fascinated by one of those 
new roll-over Manning Bowman 
wattle irons, John S. Dunscombe of 
the Merchandise Mart shows it to 
Miss Jean Ellisius of Chicago. 


(Left) At the Washer Association 
lunch, J. C. Nelson, president of Easy, 
made merry with John M. Wicht of 
General Electric and H. Paul Nelli- 
gan of Easy. 


(Above) A. M. Sweeney. manage 
of domestic refrigeration for Ger 
eral Electric, whizzed _ around 
through the crowds. 


(Right) Introducing a washing machine run 
on a new principle, George P. Caster, of 
Beam Electric Co., sits down and tells his 
story to C. C. Hoogland, of Capitol City 
Paper Co., Springfield, Ill. 


(Right) Frank Meehan, a veteran St. Louis 
distributor, advocates a higher commission 
rate for retail salesmen every year they are 
with the firm. 


(Left) W. Neal Gallagher, of the Automatic 
Washer Co., found both ice cream bars and 
the presidency of the American Washing 
Machine Manufacturers Association. 








Making friends with dealers’ salesmen is 


a_ well 
Murray. 


developed 


technique 


with Don 


DEALERS’ SALESMEN 
WORK FOR ME 


By Don Murray 


Hyland Electrical Supply Co., Chicago 


-T*HE wholesaler’s man who makes 
lots of friends among dealers’ 

salesmen is smart. ‘These 

can do him a lot of good. 


contacts 


I encourage the retail people to tell 
me how they do it, whenever I can. I 
compliment them on their good work. 
Everybody likes retail 
salesmen often have real stories to tell 
tough deals they 
proud of closing. I don’t ever act su- 
perior or make fun of their failures. 
I cultivate them, help solve their prob- 
lems, give them pointers on selling, 
help them keep hitting the ball, and 
every sale they make works for me. 


praise, and 


about are justly 


Stage Contests 


I figure that I am sort of a part- 
ner to the dealer and his salesmen. 
So I take a genuine interest in mov- 
ing their merchandise. I work with 
them. I sometimes even stage a con- 
test for a retailer’s sales force and give 
prizes to the winners. All salesmen 
like a contest. It inspires them to 
do their best. So we have sales meet- 
ings, and I go out and help them 
close sales. 

At other 
men help to get advertising material 
into the hands of prospects. We work 
out schemes for the promotion of each 
appliance knowing that sales must 
follow. But you can’t do this unless 


times the dealer sales- 


the retail man is working for you and 
with you. 
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A man can sell his own line better 
if he knows his competitor’s wares 
thoroughly. It pays to study other 
merchandise and advertising matter, 
and in some cases actually shop in 
stores which carry other lines of ap- 
But I don’t do it for the 
purpose of knocking a competitor’s 
line. That’s no good. I do it simply 
because it helps me understand my 
own stuff better, and to stress the 


pliances. 


strong points of my products to the 
dealers. 


Salesmen Shift 


Retail salesmen frequently change 
from store to store. If you’re friendly 
with them, they will speak a good 
word for you to their new employer. 
Just the other day a salesman who 
has sold my appliances called me on 
the phone: “Don,” he said, “go to 
Brown’s Electric Shop to-day by all 
means. I’ve started to work for him 
with the understanding he stock the 
appliances I know how to sell. I’ve 
told him just what I want and its up 
to you to drop in today and write 
the order.” I opened up this account 
which I had been unable to touch be- 
fore just because the retail salesman 
laid the foundation. 

Another time, the buyer for one 
of my important stores was called out 
of town. His stay was longer than 
he had expected and his stock got 
low. One of his salesmen with whom 
I had been working phoned me just 
as soon as he learned that the buyer 
was back and I was there Johnny-on- 
the-spot. ‘That tip netted a big 
order. Does it pay to work with the 
retail salesmen? I'll say it does! 





WITH THE APPLIANCE PEOPLE 


Jackson Distributing 
In Streamlined Quarters 


Jacks« mn 
Mot re la 


Distributing Co., Chicago 
distributor, has 
new building at 
Washington Bl 
building 


building 


located in a 
1330-1332 W. 
The exterior of the 
The 


room 


Tancy 
vd. 
is of white and blue tile. 
houses the oftice. show 
and warehouse. 


Sales Executives 
Named By Norge 


R. E. Densmore, who had charge of 
domestic refrigerator for Norge 
during the past 10 years, has been pro- 
moted to field manager. 
His job is to bring together the field 
sales activities of all Norge departments. 
His former job has been taken over 
by Paul H. Puffer, who hails from Chi- 
where he did an outstanding job 
as district manager. 


sales 


general sales 


cago 


George McIntyre, vice-president, now 
heads up national sales to utilities and 
their distributing organization. He 
continues to handle the relations with 
the Federal government, large insurance 
companies and other quantity buyers. 

Charles H. MacMahon has 
named range sales manager. He was 
formerly divisional manager for 
another Borg-Warner Division. George 
Boeddener is now sales manager of the 
heating and conditioning department. 
Prior to joining Norge, he was gen- 
eral sales manager for Fox Furnace. 


been 


sales 


Eight Distributors 
Take Leonard Refrigerators 


Knerr, Inc., Harrisburg, Pa., has 
taken the Leonard refrigerator line for 
distribution in southern Pennsylvania. 
Delta Hardware Co., Escanaba, Mich., 
covers that Federal Distribut- 
ing Co., Kansas City, is handling the 


section. 





©, ACE APOUANCE SALESMAN 
IRD FOOT 
08 Fou. 


WAILE ON 


VTiCMUANC 





western Missouri and eastern 

Paramount Radio Shop, 
Omaha; Electric Lamp & Supply Co., 
St. Louis; Adams _ Distributing Co., 
Trenton, N. J.; Theis, Inc., Wichita, 
Kan.; and  Peaslee-Gaulbert Corp., 
Oklahoma City, have also taken this re- 
frigerator line. 


line in 


Kansas. 


Fredericks And Starrett 
Go To Town With Philco 


Roland Starrett 
Gough, 


Bert Fredericks and 
of Listenwalter and 
Angeles, came out tie in a local “Ten 
Millionth Philco” contest. Both gents 
sold exght 116X models Gver quota for 
the month and split the spoils. 

Fredericks acquired a placque and 
watch, donated by Harold Dishon and 
Larry Gubb of Philco. Starrett is 
strutting around in a new suit put up 
by Cliff Bettinger of Philco. 


Los 


Fairbanks-Morse 
Appoints New Distributors 


m5, 


las been 


Sackett 
named 


Electric Co., Buffalo, 
distributor for Fair- 
banks-Morse appliance in the Buffalo 


1 


~C WN ALAMO WAY. ‘Twas just a few months ago, when the Alamo Distribut- 
..j Co., San Antonio, sent out the call that the new Crosley appliances were 
:a:ing to show themselves off. Some 200 dealers gladly responded by attending 


tho preview at the Gunter Hotel. 
1@ uis.idu.ing company, presided. 


Harry Roper, vice president and manager of 


territory. Glenn E. Burdick heads 
Sackett’s appliance department. Down in 
Roanoke, Va., the Adamson Supply Co., 
is distributing the radio and refriger- 
ator lines. In Atlanta, the Peaslee 
Gaulbert Corp. has taken over the sale 
of refrigerators, and laundry 
equipment in the state of Georgia. 


radios 


Emerson Salesmen 
Gather In New York 


Last month, territory salesmen of the 
Emerson Radio & Phonograph Corp. 
visited headquarters for a get-together. 
They reported optimistically and expect 
1938 to be a good year in their re- 
spective The 
meetings wound up with a dinner at the 


Hotel New Yorker. 


territories. business 


Gies Locates 
In New Home 


A. J. Gies, Inc., Cincinnati appliance 
distributors, have rented the entire sec- 
ond floor of the Kruse-Bahlman Bldg., 
424 Commercial Square. The quarters 
contain 14,000 sq.ft. of floor space and 
house the offices, sales room, warehouse 
and service departments. 


Cook Named Head Of 
New G.E. Department 


Electric’s appliance and 
merchandise department, Bridgeport, 
has founded a miscellaneous construc- 
tion material sales section to promote 
the sale of commodities not classified 
according to existing sections. H. Austin 
Cook, who has had charge of underfloor 
duct sales since ’29, has been named 
manager of the new department. 


General 


“Stork Derby” On 
Coast Hits A Water Hazard 


It seems three newlywed salesmen fot 
Listenwalter and Gough, Los Angeles 
were guests not many months ago at 
the home of P. G. Gough. Also pres- 
ent was a Kelvinator representative. 

Just for fun this patron of bigger- 
and-better families promised the first of 
the trio who anxiously paced outside the 
hospital room a washer and ironer. At 
the present writing, two of them are 
very definitely derby contenders. They're 
also slightly puzzled. For just as they 
were vainly hoping to hasten “the day” 
Kelvinator decided to open a_ factory 
branch in the territory—so Listenwalte: 
and Gough is no longer their outlet. 

The big question is—are the stake 
still up? 
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Plenty Of Sock 
Behind Range Drive 


The most extensive and hardest-hit- 
ting electric range campaign to date, 
has been launched by the Modern 
Kitchen Bureau. The Bureau is jointly 
sponsored by NEMA and EFI and is 
an outgrowth of the National Kitchen 
Modernization Bureau. 

The program is using six keys to 
open doors for the electric range move 
into American homes. Here they are: 

1. Full page color advertisements in 
six of the leading womens’ magazines 
—reaching over 13 million readers. 

2. A range “Spring Showing” from 
April 11 to 30, sponsored locally by 
utilities and dealers and featured in 
the national magazines. 

3. A four-page range newspaper sec- 
tion, supplied to local newspapers by 
the bureau, which carries feature stories 
by authorities and advertising of utili- 
ties, distributors and dealers. 

4. A special advertising mat service 
to be used as a tie-in with the national 
blasts. 

5. A nation-wide window display 
contest, with $1200 in cash prizes for 
utilities, dealers and department stores. 

6. Miscellaneous sales helps includ- 
ing cook books, spot radio announce- 
ments, placards, and window display 
material. 

There is a potential market of 15,- 
000,000 homes for electric ranges, Fur- 
ther, there are still about 6,000 dealers 
who are not pushing electric ranges. 
It is expected that the program will 
make strong inroads into these markets. 


Orkil’s Dealers 
Getting Dudish 


Margaret McCarthy, sales promotion 
manager of Orkil Electric Co., Hart- 
ford, Conn., has watched salesmen for 
some time now. She thinks they don’t 
dress well enough. So in a recent pro- 
motion every washer or ironer sale a 
dealer’s salesman made, he_ received 
credits toward wearing apparel, rang- 
ing from garters to overcoats. The 
drive lasted eight weeks. Thirty sales- 
men found themselves more or less 
clothed in the latest fashion. Now 
Margaret feels better. 


Standard Stove Has 
New Name, New Boss 


The name of The Standard Electric 
Stove Co., Toledo, has been changed 
to the Standard Electric Manufacturing 
Corp., in line with expansion of its 
manufacturing and_ sales _ activities. 
Joseph W. Robinson, formerly presi- 
dent of the Libbey Glass Co., has been 
elected president of the new corpo- 
ration. 

Charles A. Pierson, president of the 
old company, has been named vice presi- 
dent in charge of manufacturing and 
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GOTTA CARD? These days, as you 
know, Eric, A. F. of L. and C. I. O. are 
combing the countryside for more gents 
to pay dues. One of these days you 
might crash the movie  operator’s 
union. Eric Hall has charge of mer- 
chandise sales for Wesco at Seattle. 
He uses movies to tell the appliance 
story to dealers and utilities. 


research. Harry H. Venable, long as- 
sociated with Standard sales, is adver- 
tising and sales manger. Ellsworth 
L. Tait, formerly assistant treasurer of 
the Libbey Glass Co., has been made 
treasurer. 

The company is making arrangements 
for increasing its production facilities 
to meet expanding markets. It is also 
expanding its research department to 
include an extensive study in the general 
appliance field. 


]. G. Suor Retires 
From Moser & Suor 


J. G. Suor, one of the founders of 
Moser & Suor, Inc., Kansas City, has 
retired and the name of the company 
has been changed to Moser-Keller, Inc. 
Dan Moser, who served as vice presi- 
dent since the company was founded in 
1930, is president of the new company. 
Don Keller is vice president and general 
manager. He joined the company last 
May. Before that he was head of 


appliance sales for G. E. Supply, Kan- 
Sas City. 

Tom Condon has been appointed gen- 
eral sales manager. Since 1936 he was 
associated with Earl J. Goetz, Inc., 
RCA distributors, in charge of sales. 

Paul Dow has joined the company 
as assistant sales manager in charge of 
advertising and sales promotion. Pre- 
vious to this connection, he spent 11 
years with the General Electric appli- 
ance department at Cleveland. The 
remainder of the organization’s sales 
force and office staff is unchanged. 


Premier To Launch 
Cleaner Campaign 


Using the American Weekly as the 
advertising medium, Premier is launch- 
ing a five week campaign beginning 
April 24. The opening announcement 
will consist of a full-color page, fol- 
lowed by four black and white adver- 
tisements on the following consecutive 
weeks. The drive is built around the 
$49.50 floor type cleaner. Special in- 
ducements will be offered as part of the 
campaign. 


Philco Cup 
To Jack Leahy 


The Sales Manager’s Cup, awarded 
twice a year by Philco to division mana- 
gers who lead the country, was pre- 
sented last month to Jack Leahy of 
the central division. Leahy was 
awarded the prize for his performance 
during the last half of ’37. Edward 
Shepherd, manager of the northwest 
division, placed second; Clifford S. Bet- 
tinger of the Pacific coast division took 
third and Peter Kain of the Atlantic, 
ran fourth. 


Frigidaire Packs Astor 
To Present 1938 Lines 


On February 1, some 3000 dealers 
attended Frigidaire’s meeting at the As- 
tor Hotel, New York, to hear the pro- 
gram built around the refrigerator and 
range lines. Frank R. Pierce, manager 
of the household division, was chairman, 


SALESMEN celebrate the Golden Anniversary of the Diehl Manufacturing Co., 
Elizabethport, N. J]. They were called into the plant by Frank B. Williams, Jr., 
vice president and sales manager to hold a general sales conference. The 
meeting wound up with a dinner at the Elk’s Club auditorium which was attended 
by 170 celebrators and thoroughly enjoyed. 








HEAD OF newly organized Polaroid 
Lighting, Inc., is Walter Lown. who 
formerly directed sales for the Greist 
Mtg. Co. Lown and cohorts are located 
at West Haven, Conn. The new com- 
pany is in production with a desk 
lamp using Polaroid to eliminate glare. 


Fixture Men Form 
National Organization 


short time ago, fixture wholesalers 
gathered at New York’s 
Pennsylvania Hotel to organize into an 
association. The meeting resulted in 
the founding of The National Lighting 
Oppenheimer, En- 
Aighting Fixtures, Inc., 


Vice 


A 
and 


dealers 


Fixture Guild. A. L. 
ic ] i 


terprise Electr 
Cleveland, 
presidents are John Donovan, Service 
Elec. Mfg. Co., Boston, and Harold B. 
Carpenter, Whiffen Electric Co., White 
Plains, N. Y. W.H. Dowdy of Dowdy 
Electric Co., Roanoke, Va., was chosen 
and Morris Sklar, Morris 


was elected president. 


+ 


secretary 


Sklar Co., Philadelphia, will handle the 
George E. Henry has been ap- 
pointed business secretary, with head- 
quarters in the International Building, 
630 Fifth Ave., New York. 

Che association is taking steps to get 
the cooperation of architects, builders 
yrs in making allowances in 
their estimates for suitable wiring and 
number of outlets. A pro- 
gram is also underway for the creation 
of more fixture designs. The 
attempt eliminate 
have ex- 


cash. 


ind decorat 
in adequate 


1 11 
sadleavie 

" “29 1 
group will iSO 


harmful 
isted in the past. 


to 


trade practices that 


New York Group 
Elects Bush President 


annual meeting, the Electrical 

| Gas Association of New York 
elected A. Lincoln Bush of the Bel- 
mont Electric Co. president. E. F. 
Jeffe, Consolidated Edison Co. was 
voted vice president ; J. H. Mc 
Kenna, A. J. Lindemann and Hoverson 


Hret 
HTS 


1 


L_o., Was elt 


Pe. Ee. 


cted second vice president ; 
Cuthrell, The Brooklyn Union 
Gas Co. is third vice president; David 
S. Youngholm of Westinghouse Elec. 
& Mfg. Co. is fourth vice president; 
P. Schuyler Van Bloem is treasurer; 
S. J. O’Brien, is secretary and H. C. 


Calahan of G. E. Supply is assistant 


United Scientific 
Enjoys Growing Pains 


mak- 
Intercommuni- 
found it necessary to in- 
floor Accordingly, 
‘ger quarters have been acquired at 


United 


of the 


Scientific Laboratories, 
Electro-Call 


ers 


cator systems, 


‘rease their Space. 





My wife insisted on coming along to 


check up my sales . 


. or somethin’, 


436 Latayette St., New York. The new 
plant is equipped with fine lighting and 
the latest in production tools. The firm 
was formerly located at 510 Sixth Ave 


Krauss Shows 
Emerson And Apex 


Krauss Distributors, Inc., distribu- 
tors in the Cincinnati territory for 
Emerson radios and Apex appliances, 
held a two-day open house for dealers 
a short time ago. Factory representa- 
tives present at the meeting were Mar- 
tin Zatulove of Emerson and W. J. 
Croke and Robert Strittmatter of Apex. 


ASK HER anything you want about this 
business of home economics and Ruth 
Graham will pop the right answer. 
She’s boss of Electromaster’s home 
service department. 


Fairbanks Morse 
In New Location 


The Chicago offices of Fairbanks, 
Morse & Co. now occupy 55,000 square 
feet of floor space at 600 S. Michigan 
Ave. The location houses display rooms, 
offices, and executive headquarters. 


Wesco At Frisco 
Takes Refrigerator Line 


Westinghouse Electric Supply Co., 
San Francisco, has taken on the dis- 
tribution of Westinghouse major appli- 
ances. Colvin-Templeton Co. of that 
city, formerly handled the distribution. 
Seven salesmen who were with Colvin- 
Templeton have joined Wesco. 


Faith Richards 
Bendix Supervisor 


Faith Richards, well known in the 
domestic appliance field, has joined Ben- 
dix Home Appliances, Inc. as home 
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Through the winter, G-E national advertising has been 
building up demand which is ready now to be turned 
into sales by your dealers. 


dae f) ae 





Dealers you may not have called on in months have 
felt the force of this demand — have seen people leave 
their stores because they didn’t carry General Electric 
Heating Devices. 





Those dealers are “thawed out” and waiting for you — 
for your sales story on General Electric and for a 
chance to order G-E Heating Devices from you. 





Remember — no other line of heating devices can mean 
so much to a dealer, for General Electric Heating 
Devices are a complete line. You can sell the dealer 
everything he needs, produced by one 
manufacturer, finished and styled to per- 
fection and backed by one uniform, 
straight-forward guarantee. 


SALES HINT- 
OF-THE-MONTH — 


The Bisquick Contest has been flourishing for 








several weeks. Thousands of grocery stores have 
tied-in with the Bisquick Contest featuring the 
G-E Roanoke Waffle Iron. Bisquick daily broadcasts 
have featured this mammoth promotion for five 
weeks. 4,000 General Electric Roanoke Waffle Irons 
will be given away as prize awards. Non-winning 
contestants will receive certificates of $1.00 value 
toward the purchase of General Electric Roanoke 
Waffle Irons. Plan now to redeem your share of 
these certificates. Have your dealers display the 
Roanoke Waffle Iron with the Bisquick poster. 
Make sure their stock of this waffle iron is adequate. 


GENERAL @ ELECTRIC 
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Miss 
Richards will travel out of South Bend, 
working through distributors, on dem- 


laundry educational supervisor. 


instruction in modern 

before dealers and 
their salesmen. She will also conduct 
courses for the Bendix salesmen. 

Miss Richards has been in the busi- 
ness 5 years. For the past two years 
she was sales promotion and traveling 
trade representative of the home laun- 
dry division of Fairbanks-Morse. 


onstrations and 
laundry methods 


John Busey 
Has Arrived 


When a can hold a train de- 
parture an hour and a half, it isn’t just 
that he hasn’t left, he has arrived. John 
L. Busey, president of the General Elec- 
tric Supply Corp., accomplished that 
feat on his recent trip to the West Coast. 
The crack Southern Pacific “49’er” was 
the train stood-up for those 90 long min- 
utes. Maybe the fact that he had pre- 
viously sent two trainloads of appliances 


man 


over the same road for the spring trade 


was called to somebody’s attention 


Cleaner Sales 
Hit The Peak 


in the vacuum cleaner 
industry’s history is reported with com- 
pletion of 1937 figures. C. G. Frantz, 
secretary of the Vacuum Cleaner Manu- 
facturers’ Association, said that 
totalled 1,706,366 units, as compared to 
1,510,953 in 1936, the industry’s second 
This is an 


The best year 


sales 
l 
? 
3 


highest year. increase oI 


12.9 per cent, 


Neal Gallagher 

Heads Washer Association 

W. Neal Gallagher, president of the 
Automatic Washer Co., Newton, Ia., 
was elected head of the American Wash- 





THE COATED GENTS are Wheless 


Gambill, Gambill Dis. Co., Nashville; 
Robert F. Hall, Steel City App. Co., Bir- 
mingham; Don Crosby, Crosley Radio 
sales manager; and W. T. Noss, Roger 
& Baldwin Hdwe. Co., Springfield, Mo. 
The picture was taken at the Crosley 
plant, where they were visiting. 


46 


ye 
7 ca a4 
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THE SALES FORCE of Thurow Radio Distributors gather at the Ocean Park 
Hotel at Daytona Beach. Members of the Miami, Jacksonville and Tampa houses 
were on hand. Front: L. H. Harrell, F. F. Frick, Jim Stanford, Bill Jaudon, 


T. M. Bates. 


Center: V. W. Thomas, R. P. Almy, Sylvania Tubes; Herbert 


Brown and Andrew Magnuson. Back: J. T. Fulwiler, Sylvania: W. L. Obenchein, 
C. E. Morgan, H. M. Carpenter, president, C. C. Campbell, Oscar Blassengame 


and at the extreme rear, 


ing Machine Manufacturers Association 


at its winter meeting in Chicago dur- 
ing the markets. He succeeds C. G. 
Frantz of Apex, who held the office 


the last three years. 

In a talk with WHOLESALER’s SALEs- 
MAN before the election, Mr, Gallagher 
said that in his opinion the time Was 
coming when distributors must set up 
their own _ service departments on 
washers. A_ specialty man 
needed to supervise, so that washer op- 
portunities will not be washed out by 
erowing refrigerator and radio seasons. 

Taking office with Mr. Gallagher 
were vice presidents R. D. Hunt of 
Dexter, R. C. Stuart of Barlow & 
Seelig, and I. N. Merritt of Meadows. 
Treasurer is Walter H. Voss, assisted 
by W. K. Voss of the firm by that 
name. The executive committee con- 
sists of A. H. Labisky of Barton, 
L. L. Shawber of Westinghouse, J. M. 
Wicht of G. E., G. M. Umbreit of 
Maytag, and L. C. Upton of 1900. 
[he advisory board consists of J. C. 
Nelson of Easy, E. N. Hurely, Jr., and 


C. G. Frantz of Apex. 


will be 


Krauss With 
B & B Electric 


been appointed 
the B. & B. 
For the past 
five vears he has been associated with 
the Harten-Knodel Distributing Co., 
Cincinnati, as head of the air condi- 
tioning department. He is active in the 
Electrical Association and heads 
conditioning division. 


David 
veneral 
Electric Ci ee 


Kraus 


sales 


1 
has 
manager of 
Cincinnati. 


local 


the air 


Milwaukeans Launch 
Co-operative Campaign 


\pproximately 1,000 electrical deal- 


ers, wholesalers and manufacturers 
crowded into the auditorium of The 
Milwaukee Electric Railway & Light 
Co. recently to discuss plans for the 


1938 co-operative campaign. 
Speakers included Frank A. Coffin, 


Brower Murphy, 


manufacturers representative. 


sales manager of the utility, Frank 
Greusel, Greusel Distributing Co., and 
Walter Dunlop, of Klau-Van_ Pieter- 
son-Dunlop Associates, advertising 
Dunlop presented details of 


a “gift of the month” limerick contest. 


agency. 


Splane Remakes 
Display Rooms 


Contractors and dealers who visit the 
Splane Electric Supply Co., Detroit, 
these days, have a better chance to see 
what their supplier has to sell. For 
the Splane show rooms have been en- 
larged, redecorated and relighted. Ray- 
mond W. Miller, long experienced in 
the fixture game, has joined the com- 
pany’s sales force. 


Wesco, Milwaukee, 
Unveils Refrigerators 


The Westinghouse Electric Supply 
Co., Milwaukee, was host to 300 dealers 
from Wisconsin and upper Michigan 
at a luncheon January 24 at the Schroe- 
der Hotel. The visitors heard the story 
on the Westinghouse appliance lines. 


Henry Czech, division manager, ran 
the show and introduced members of 
the Westinghouse plant at Mansfield 


who gave details. 
Philco Dealers 


Travel-Conscious 


Last month, 130 lucky Philco dealers 


in the territory of the Atlanta and 
Charlotte offices, enjoyed a four-day 
trip to Miami and Havana. This 
month, the retailers of the Memphis 


and San Francisco will browse around 
Mexico City, while dealers of the east, 
east central, central, southwest, and 
northwest divisions, make the Florida 
trip. In April the Atlantic Division 
will entertain its dealers with a jour- 
ney to Nassau and Havana. That same 
month, Washington and Oregon re- 
tailers will see Alaska. 
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1102H D. 
1003H D 
1005H D. 
45H D 
55H D. 
75H D. Non 


This company reports on 15 models of exhaust, desk 9010 D-B Os 
and bracket, pedestal, ceiling and attic ventilating. 9012 D-B Os 
E30 A.V... 30”—3 bl. 1 sp. $75.00 1500A D-B Os.. 
E36 A. V.... . 36"—3 bi. 1 $89. 1500P Ped 
E42 A. V.... . 42”—3 bl. 1 sp. $115.00 1600 D-B Os 
E48 A.V... 48”—3 bl. 1 sp. $162 1600P D-B Os 
C19 Ped. . 19° —4 bl. 1 $34. 1700 D-B Os 
C24 Ped. 24”—4 bl. 2 $41. 9001 W.V... 
B16BCH Ex. 16”—6 bl. 1 sp. $30. 9002 Wa.V 
Buffalo Forge Company B16BC Ex 16" the 9003 W.V 
bl. 1 
1 
1 
1 
1 
1 
1 
2 
1 
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490 Broadway, B18BC Ex 18” $36 9004 Wa.\ 
Buffalo, N. Y. B24BC Ex 24” $45. 9005 W.\ = 
i B16B Ex... 16” $60. 9006 Wa.V... 
Bi8B Ex 18” _ $75 9007 W.\ 
B24B Ex 24” . $120. 9009 Wa.V. 
B30B Ex 30” . $210 1800 V 
B36B Ex.. . $350. 1900 
A D-B. $58 9016 
B Ex. $45 9018 
B Ex $52 9020 
9023 
9026 
2000 
2100 
Chicago Electric Mfg. Co., 2200 
2300 
2430 
2530 
2630 
2730 
3030 
3130 
3230 
3330 


if 
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6333 W. 65th St., 
Clearing Station, 
Chicago, Il. 
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BUFFALO VENTILATOR 


This company reports on 16 models of wall ven- oe " Dallas Engineering Corp. 
tilating and attic ventilating fans. ’ o 1115 Hall St., 
. Wa.V... 8”—4 bl..... . ’ ‘ , . Dallas, Texas 
] 12”—4 bl. ‘ 
30”—3 bl. 1 
36”—3 bl. 1 
42”—3 bl. 1s 
1 
1 


a 
“4 
= 


aaaaae 


48”—3 bl. 
54”—3 bl. 
8”—6 bl. 
12”—6 bl. 
16”—6 bl. 
18”—6 bl. 
20”—6 bl. 
24”—6 bl , . 
30”—6 bl. ee as HANDY BREEZE 


36”—6 bl... 
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This manufacturer reports on 12 models including 
desk and pedestal fans. 

4 S70SH D..... eee. 8—4DI. - $1.65 

Canatsey Electric Mfg. Co. 3706H D..... . 8—4bl.1sp. $2.45 

620 Wyandotte St. | 3707H D..... .. 8—4bl.1sp. $3.60 

Kansas City, Mo. | 3709H D.... 8”"—4bl.1sp. $5.60 
3800H D.. 10’—4 bl. isp. $5. 

nufactu report two models of desk 3801H D... 10”—4 bl. » BF.2 
and pedestal fan 3802H D.. 10”—4 bl. » wes. 
F134 Ped 24” bl. . $32.50 3803H D.. 10”—4 bl. . $11. 
C134 D 24”—3 bl. . $28.50 3804H D 12”—4 bl. - $19. 
3805H Ped.. 10”—4 bl. . $16. 
3806H Ped.. 12”—4 bl. . Baas 

3807H D 10’—4 bl. 2 sp. $8.35 








Chelsea Fan & Blower Co., Inc. 
370 West 15th St. 

New York, N. Y. _ a ie it 

; Delco Appliance Division 

General Motors Corp., 

Rochester, N. Y. 








DALLAS CIRCULATOR 


This company reports on 16 models, including desk, 
pedestal, general purpose ventilating and exhaust. 
422 D-B.. -2 bl. i sp. $42.50 
423 D-B. -2 bl. 2 sp. $49.50 
424 D-B.. 3 bl. isp. $44.50 
425 D-B.. 3 bl. 2 sp. $53.00 
S$C20 D-B. bl. isp. $29.50 
$C320 D-B.. bl. i sp. $34.50 
Ped 1 sp. $66.00 
D-B. . sp. $48.50 
Ped.. sp. $68.50 
ack Ri sp. $39 
sp. $49.50 
sp. $49 
sp. $59 
sp. ' 
sp. $32.5 
sp. $39.: 
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This company reports on 35 models, including 
desk, window ventilating, general purpose ventilating, 
exhaust, ceiling, bracket and pedesta: fans. 
CHELSEA VENTILATOR 9008 D-B Non. Os.... 8’—4 bl. isp. $3.95 
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A CAMPAIGN THAT PAYS OFF 41 


COME ON, fellows! Here’s your chance to win fame 
and glory! 

The Fan Sales Section of the General Electric Com- 
pany takes pleasure in announcing the 1938 EARLY 
BIRD CAMPAIGN ...a brand new G-E Fan Cam- 
paign that will bring to the winners nation-wide 
publicity and the respect and admiration of brother 
salesmen, sales managers and top executives from 
coast-to-coast! 


There will be eighteen winners in all and each win- 
ner will be dramatically publicized, at the comple- 
tion of the campaign, in a smashing two-page 
advertisement in the Wholesaler’s Salesman! 


To begin with, there will be fifteen DISTRICT CHAMPS 
. . one from each General Electric Appliance and 
Merchandise Department District. In addition... 


N ATIONC 


WESTERN CHAMP 


GENERAL} 





-FATH NATION-WIDE PUBLICITY 


and here's the big news! ... that salesman located 
west of the Mississippi River with the highest per- 
centage realization of quota will be proclaimed 
WESTERN CHAMP .. . that salesman located east 
of the Mississippi River with the highest percentage 
realization. of quota will be proclaimed EASTERN 
CHAMP .. . and that salesman with the highest 
percentage realization of quota, nationally, will be 
proclaimed NATIONAL CHAMP! 


Here is your opportunity to win fame and—who 
knows? — maybe fortune! Get in the running, NOW! 
Equitable point quotas have already been assigned 
to all G-E Fan Distributors. If you haven't, as yet, 
received your personal quota, please check with 
your Sales Manager. Complete details concerning 
the campaign are in his hands. 


lON CHAMP 


EASTERN CHAMP 


L) ELECTRIC 


































This compar p 
pedestal, ceiling and 
15 D.N Os 
8012 D. N oO 
297 D. Os 
296 D. Os 
10912 D. Os 
12912 D. Os 
16912 D. Os 
10012 D. Non. O 
10512 D. Os 
12012 D. N O 
12512 D.O 
16512 D. Os 
12712 D. Os 
16712 D. Os 
2151 W. V 
5168 Wa. \ 
2168 Wa. \ 
3160 W. \ 
3161 W. V 
3162 W.V 
3164 W.V 
3166 W. V 
3601 ¢ 
R3601 C 
JASO1 C 
RBS50O1 C 
44 C. (D.( 
2101 V 
2201 V.. 
2601 V 
3901 V 
3201 V 
3501 V. : 
87BP Ped. Os 
87L D. Os 
87W B. Os 
61BP Ped. Non. Os 
65BP Ped. Non. Os 
71BP Ped. Non. Os 
75BP Ped. Non. Os 
81BP Ped. Non. Os 
85BP Ped. Non. Os 
91HT Ped. Non. Os 
61L D. Non. Os. 
65L D. Non. Os 
71L D. Non. Os 
75L D. Non. Os 
81L D. Non. Os 
85L D. Non. Os 
61W B. Non. Os 
65W B. Non. Os 
71W B. Non. Os 
75W B. Non. Os 
81W B. Non. Os 
85W B. Non. Os 
67C C. Non. Os 
69C. C. Non. Os 
71C C. Non. Os 
75C C. Non. Os 
81C C. Non. Os 
85C C.N Os 
52 
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Diehl Manufacturing Co. 
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The Emerson Electric Mfg. Co. 


1824 Washington Ave.: 
St. Louis, Mo 

















This company reports on 87 models of desk, 
pedestal, exhaust, bracket and ventilating fans. 
2240B D. Os 8”—4 bl. l sp. $10.95 
2150 D. Non. Os 10’—4 bl. l sp. $10.95 
2250B D. Os ; 10”—4 bl. i sp. $13.95 
78045 D. Non. Os 10’—4 bl. l sp. $14.45 
73045 D. Os. (D.¢ 10”—4 bl. i sp. $18.45 
72646AK D.N Os 12”—4 bl. 3 sp. $24.00 
73646AK D. Os 12”—4 bl. 3sp. $27.50 
73648AK D. Os 16"—4 bl. 3sp $35.00 
73246 D. O 12”—4 bl. 3 sp. $29.00 
73248AA D.O 16”—4 bl. 3 sp. $36.50 
28046 D. N O 12 4bl.3 sp. $26.00 
75046 D. Os. (D.C 12”—4 bl. 3 sp. $31.00 
75048 D. Os. (D.C 16”—4 bl. 3 sp. $38.00 
6250 D. Os 10”—4 bl. l sp. $15.45 
77646AK D. Os 12”—4 bl. 3sp. $29.95 
77648AK D. Os 16”—4 bl. 3sp. $37.50 
77045 D. Os (D.C 10”—4 bl. 3 sp. $21.45 
77046 D. Os. (D.¢ 12”—4 bl. 3 sp. $33.45 
5250 D. Os 12”—4 bl. 1 sp. $20.95 
3140B D. Non. Os 8”"—4 bl. isp. $3.95 
3150 D. Non. Os 10°—4 bl. isp. $6.95 
3150 D. Non. Os 10’—4 bl. i sp. $6.95 
3250°D. Os 10’—4 bl. isp. $9.95 
3160 D. Non. Os 12”—4 bl. 2 sp. $13.45 
3460 D. Os 12”—4 bl. 2 sp. $17.95 
S40SY Ex 12”—9 bl. isp. $31.50 
S50SQ Ex 16”—9 bl. l sp. $44.00 
S6OW] Ex 18”—9 bl. i sp. $60.00 
S70SH Ex. 24”°—9 bl. l sp. $99.00 
S95SE Ex 30”—9 bl. 1 sp. $151.00 
S40SM Ex 12”—9 bl. 2 sp. $41.00 
S50SG Ex 16”—9 bl. 2 sp. $57.50 
S60ST Ex 18”—9 bl. 2 sp. $80.00 
S70SG Ex 24”—9 bl. 2 sp. $134.00 
S95SD Ex 30” —9 bl. 2 sp. $175.00 
6250AA Ped. O 10”—4 bl. l sp. $20.95 
77646AD Ped. O 12”—4 bl. 3 sp. $36.45 
5460AA Ped. O 12 4t 3sp. $41.45 
3250AD Ped. O 10”—4 bl. i sp. $14.95 
3460AB Ped. O 12”—4 bl. 2 sp. $24.45 
S60WC Ped 24”—4 bl. l sp. $65.50 
S6OWF Ped 24”—4 bl. i sp. $67.50 
S6OWA Ped 24”—3 bl. 2 sp. $75.00 
S60WB Ped 30”’—3 bl. 2 sp. $89.50 
D6OTL Ped. (D.( 24”—3 bl. 1 sp. $80.50 
D60TM Ped. (D.C 30”—3 bl. isp. $95.00 
D60TJ Ped. (D.C 24”—3 bl. 2 sp. $90.00 
D60TK Ped. (D.C.) 30”—3 bl. 2 sp. $104.50 
S6OWC B. 24"°—4 bl. i sp. $54.75 
S6OWF B 24”—4 bl. isp. $56.75 
S6OWA B 24°—3 bl. 2 sp. $64.25 
S6OWB B 30”—3 bl. 2 sp. $78.75 
D6OTL B. (D.¢ 24”—3 bl. i sp. $69.75 
D60TM B. (D.C 30’—3 bl. l sp. $84.25 
D60TJ B. (D.C 24”—3 bl. 2 sp. $79.25 
D6OTK B. (D.( 30”—3 bl. 2 sp. $93.75 
2345 V 9”’—4 bl. isp. $14.50 
59666 V 12”—6 bl. i sp. $25.00 
58648 V 16”—4 bl. i sp. $28.00 
94641 C 36” —4 bl. 2 sp. $40.00 
86641 C 36”—4 bl. 2 sp. $43.00 
85641AK C.. 52”—4 bl. 3 sp. $50.00 
85041 C. (D.C 56”—4 bl. 3 sp. $58.00 
87641AK C. 52”—4 bl. 3sp. $53.00 
84641AA C 36’—4 bl. l sp. $38.00 
| 86641AA C 36”—4 bl. 1 sp. $41.00 
85641AD C. 52”—4 bl. 3sp. $51.00 
87641AD C 52 4bl.3sp. 154.00 


\ 


Ss6owc 
S60W F 
S6OWA 
S6O0WB 
D60TL 
D60TM 
D6oT] 
D60TK 
3350AA 
3360AA 
3350 
3360 
S6owC 
S6OWF 
SOOWA 
S6OWB 
D60TL 
D60TM 
D6OoT] 
D60TK 


SHA AFARAARADRASLA 


< 


D 
D 


. (D.C.) 
. (D.C.) 


. 
oe 


D. 
D. 
D. 
D. 


D.C 
D.C 
Bx 
D.C 


24”—4 bl. 
24”—4 bl. 
24”—3 bl. 
30”—3 bl. 
24”—3 bl. 
30”—3 bl. 
24”—3 bl. 
30”—3 bl. 
10”—4 bl. 
12”—4 bl. 
10”—4 bl. 
12”—4 bl. 
24”—4 bl. 
24”—4 bl. 
24”—3 t 

30”—3 bl 
24”—3 b 

30” —3 } 

24”—3 b 

30”— 3 t 


sp. $48.25 
sp. $50.25 
sp. $57.75 
sp. $72.25 
sp. $63.25 
sp. $77.75 
sp. $72.75 
sp. $87.25 
sp. $22.45 
sp. $30.95 
sp. $ 8.45 
sp $14.95 
sp. $56.50 
sp. $58.50 
sp. $66.00 
sp. $80.50 
sp. $71.50 
sp. $86.00 
sp. $81.00 
sp. $95.50 





Fresh’nd — Aire Co. 


2626 Washington Blvd 


Chicago, II. 





FRESH’ND AIRE 


This company 

and pedestal fans. 

20 D. (A.C. or D.C 
20 B. (A.C. or D.C 
20 Ped. (A.C. or D.C. 
25 D. (A.C. or D.C 
25 B. (A.C. or D.C 
25 Ped. (A.C. or D.C 
30 D. (A.C. or D.C 
30 B. (A.C. or D.C 
30 Ped. (A.C. or D.( 
35 D. (A.C. or D.C 
35 B. (A.C. or D.C 
35 Ped. (A.C. or D.C 


reports or 





12 models of desk, bracket 
2 bl 3 sp. coce $32.50 
2 bl. 3 sp. $32.50 
2 bl. 3 sp $42.50 
2 bl. 5 sp. $44.50 
2bl.5sp..... $44.50 
2 bl. 5 sp $59.50 
ph. Sep... Ge 50 
3 bl. Ssp..... $104.50 
3 bl. 5 sp. $124.50 
3 bl. 5 sp. $112.50 
3 bl. 5 sp. $112.50 
3 bl. Ssp.. $132.50 





This company 
atti 
purpose 


counter, 
general 


General 


reports on 


pedestal fans. 
49x905 C.. 
49x913 C.. 
49x906 C. 
49x914 C. 
49x704 A. \ 
49x923 
49x903 
49x904 
49x924 
49x925 C 
49x921 
49x926 
49x701 
49x702 
49x706 
49x707 
49x922 
49x703 
49x708 
49x937 
44986 C.. 
44987 C.. 
34007 C. (D.C. 
34008 C. (D.C 
146210 C (D.C. 


D.C 


Electric Co., 


Bridgeport, Conn. 


24”—3 bl. 


24”—3 bl. 
24”—3 bl. 
24”—3 bl. 
14”—4 bl. 
14”—4 bl. 
14”—4 bl. 
14”—4 bl. 
24”°—3 bl. 
24”—3 bl. 
24”—3 bl. 
24”—3 bl. 
24”—3 bl. 
24”—3 bl. 
24’—3 bl. 
24”—3 bl. 
14”—4 bl. 
14”—4 bl. 
14”—4 bl. 
14”°—4 bl. 
§2”—4 bl. 
52”—4 bl. 
52”—4 bl. 
52”—4 bl. 
32”—4 bl. 


1 
2 
1 
2 
1 
1 
1 
1 
1 
2 
1 
2 
1 
2 
1 
2 
1 
1 
1 
1 
3 
3 
3 
3 
1 
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158 models including 
ventilating, desk, bracket, exhaust, 
ventilation, wall ventilating, and 


sp. $48.50 
sp. $57.50 
sp. $64.50 
sp. $72.50 
sp. $47.50 
sp. $42.95 
sp. $42.95 
sp. $58.00 
sp. $48.50 
sp. $57.50 
sp. $65.50 
sp. $75.00 
sp. $65.50 
sp. $75.00 
sp. $80.50 
sp. $90.00 
sp. $52.50 
sp. $52.50 
sp. $67.50 
sp. $52.50 
sp. $50.00 
sp. $52.00 
sp. $58.00 
sp. $60.00 
sp. $45.00 








lt pays the wholesaler’s salesman to be familiar 
with competitive lines, and know how his line com- 
pares. ‘Therefore we present this Check-List for 
Salesmen—the first of a series to appear here each 
month. The data in this Check-List of Fans is sup- 
plied by manufacturers and is subject to change. 


Additional data on all lines and models of course may 
be obtained direct from the manufacturers. 

The sequence followed in the listing of each fan 
is:—model number—fan type—oscillating or not— 
size—number of blades—number of speeds—list 
prices. All models are a.c. current unless specified. 





KEY TO FAN LISTINGS 


A 


A. 


B 
Cc 
D 


D- 


Ex 


Ped 


V 


W.Y. 


—Autofan 

V. —Attic ventilation 
—Bracket 
—Ceiling 


p 
p. 
p. 





—Desk or counter 
B —Desk, counter or bracket 
—Exhaust 
—Pedestal 
—Ventilating, general purpose 
—Window ventilating 


Wa.V.—Wall ventilating 





haust a 
D30 
D36 
D42 
JR20 
JR21 
JR22 
JR24 
$303 

S$D304 
R304 

RD304 


24 A. 
30 A, 


March 


AV305501 
AV 365501 
AV 424001 
901 
601 
651 
123170 
123175 
145110 
145112 
163170 
163172 
163175 
163110 
165110 
165112 
165115 
183110 
185110 
185112 
185115 
203170 
203172 
203110 
203112 
203115 
205110 
205112 
205115 
243113 
243136 
243110 F 
243112 F 
243115 f 
245860 Ex.. 
245862 Ex.. 
Ex 
I 
I 
I 


Air Controls, Inc. 
1933 W. 114th St 
Cleveland Ohi 


AIR CONTROL EXHAUST 


on 19 mx 


al, gener 


dels including 


il purpose ex- 


. $149 
. $184 
. $209.5 
$61 
$59 
$59 
$74 
$94 
. $109 
$84 
$99 
$99. 
sp. $114 


y 


7 


245865 
303113 
303136 
303860 
303865 | 
305860 Ex 


vn 


71 


30” 
24”— 
0” 


pbb ehh hhh hh bh > > 
See eee eee ar a 
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Airmaster Corporation 


140 So. Dearborn St. 


f desk, ped- 


ntilating fans 


nn 


$145.00 
$170.00 
$290.00 
p. $25.00 
sp. $34.00 
p. $41.00 
p. $39.50 
sp. $45.00 
sp. $48.00 
sp. $59.50 
sp. $58.00 
p. $76.50 
$89.50 ~ 
p. $58.00 
sp. $59.00 
sp. $76.50 
sp. $89.50 
sp. $63.00 
$65.00 
sp. $79.50 
$94.50 
sp. $68.00 
sp. $81.00 
sp. $67.50 
2sp. $82.50 
sp. $97.50 
sp. $76.00 
2sp. $89.50 
2 sp. $102.00 
sp. $77.50 
2sp. $91.00 
sp. $145 
sp. $155 
sp. $175 
sp. $160 
2 sp. $170 
2 sp. $185 
sp. $98 
sp. $115 
. 1 sp. $225 
2 sp. $260 


p. $235 


AIR MASTER CIRCULATOR 


»4” 
ry” 
0" 
0” 
ry 
»4”. 
»4” 
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$2,0 
SOR 
S8Y 


$87 
$57 
$67 
SO: 
Sid 
$73 
$83 
$99 

$109 
$48 
$48 
$58 
$58 
$68 
SO8 
$64 
$74 
S86 
$96 
$46 
$56 
$56 
500 
$62 
$7? 


00 
00 
00 


OO 


00 
00 
00 
00 
00 
00 
00 
00 
Oo 
00 
oOo 
00 
00 
oo 
oo 
Oo 
OO 
oo 
Oo 


47 









33 
48 
49 
18 
19 






29 


38 
39 






. Non. Os... 


B. Non. Os... 

C. Non. Os... 

C. Non. Os... 

C. Non. Os... 

C. Non. Os.. . 

C. Non. Os... 

C. Non. Os ‘ 
C. Non. Os... 

C. Non. Os 


30”—3 bl. 3 sp. 
30’—3 bl. 3 sp. 
20”—3 bl. 3 sp. 
20’”—3 bl. 3 sp. 
20”—3 bl. 3 sp. 
20”—3 bl. 3 sp. 
24”—3 bl. 3 sp. 
24”—3 bl. 3 sp. 
30”—3 bl. 3 sp. 
30”—3 bl. 3 sp. 


$82 
$92 


$44. 
$54. 
$52. 


$62 


$58. 
$68. 


$84 
$94 


00 


.00 


00 
00 
00 


.00 


00 
00 
00 
00 

















Air-O-Light Mfg. Co. 
3538 Main Street 
Kansas City, Mo. 














































“31 SERIES’? PROPELLER 


































































ALLIANCE POWER-PAKT 


y reports 





} 


on one desk model. 





The Alliance Mfg. Co. 


Alliance, 


Ohio 
















31 Series 
31 Serie 
31 Serie 
31 Series 
B-W x1-2 





Autovent Fan 


Ex. 12” to 








& Blower Co. 


1805 N. Kosner Ave. 
Ill. 


Chi 


. Vapor explosion proof 12” to 
. Acid Moisture proof 
36” 


ago, 


92 x1 


92 x2 





This com 


B6 Ex 
SB6 Ex 
BR3 Ex 


Allied Factories 


1032 Baltimore Avenue 


AIR-FORCE BLOWER 


Kansas City, Mo. 


pany reports on 3 models of rotary blower 
type exhaust fans, 


. 30 bl. I sp.. 
30 bl. 1 sp. 


30 bl. 1 sp 


$49.50 
$37.50 
$26.50 





American Blower Corp. 
6000 Russell St. 


Detroit, Mich. 


VENTURA VENTILATOR 


This company reports on 8 models 
purpose ventilating fans. 

kes 15”— 2 bl. 2 

ee Y.. 17”— 2 bl. 2 

20 V.. 20’— 2 bil. 2 


sp. $81.00 
sp. $110.00 
sp. $130.00 












30 V.... 
36 V... 


48 V... 


24 


” 


i 


36” 


42 
48 


” 


” 





sp. $184.00 
sp. $240.00 


sp. $381.00 


- 2bl. 2 
- 2b1.2 
- 2bl. 2 sp 
- 2bl. 2 
- 2bi.2 


sp. $406.00 
. 2 sp. $578.00 





American 


fans. 
24B A.V.. 
3B A.V 

34B 


26 
38 
44 
44 
50 
56 
62 
32 
38 


44 


This firm reports on 10 model 


” 


” 


” 


” 


Coolair Corp. 


Jacksonville, Fla. 





s of attic ventilating 


12 bl. 
16 bl. 
16 bl. 
- 8 bl. 
16 bl. 
-16 bl. 
16 bl. 
16 bl. 
16 bl. 
16 bl. 


NN 
nn 
uo] 


NNN NNN NY 
vo 
— 


. $130.00 
sp. $150.00 
sp. $190.00 
sp. $120.00 
sp. $240.00 
sp. $280.00 
sp. $350.00 
sp. $210.00 
sp. $250.00 
sp. $320.00 





American Machine and Metals, Inc. 


100 Sixth Avenue 


De BOTHEZAT VENTILATOR 


This company manufactures 5 m« 


New York, N. Y. 

















dels of ventilating 


fans — selective series, duples-rotation, * vari-speed 
bifurcators and power roof ventilators. 





This « ompany rep 
1000H D. Non. Os 
| 1100H D. Non. Os 


ESKIMO 


rts on 


x 


R” 
a” 


Bersted Manufacturing Co. 


Fostoria, Ohio 


4bl. 1 sp. 
-4 bl. 1 sp. 


$ 
$ 


THE WHOLESALER’S SALESMAN — March 1938 






models of desk fans. 


2.10 
2.90 










146211 
62364 
62367 
62368 

49x938 

49x931 
49x932 
49x927 
49x930 

58298 

104236 
34029 
34030 
34011 
34012 
35037 

104232 
34025 
34026 
34009 
34010 

49x919 

49x915 
49x920 
49x916 
55x168 
55x169 
51x995 
55x170 
55x171 
40x 365 


iS 


“<<< 0 SS & 


7 HR HR KH KH KR KR KR KAA 


. (D.C.) 


(D.C. 
D.C.) 


(D.C. 
D.C. 


49x601 V... 


49x602 
49x600 
49x603 
49x 498 
49x933 
49x929 
55x172 
55x173 
27x834 
5§5x174 
49x718 
78x234 
78x235 
49x918 
49x719 

75425 

75426 

60561 

60562 
49x917 

75424 

60559 

75434 

78738 

78740 
42x548 
42x554 

75433 

78734 

75423 
42x540 
42x542 
42x551 
42x544 
42x546 
37x694 
27x840 
42x529 
42x528 
42x538 
49x713 
49x715 
49x717 


D. 

D. 

D. 

D. 

D. 

D. 
D. 
D. 
D. 
D. 
D. 
D. 
D. 
D. 
D. 
D. 
D. 
D. 
D. 
D. 
D. 


D. ! 
D. N 


D. 
D. 
D. 
D. 
D. 
D. 
D. 


GENER 


Non. Os 
Non. Os 
Non. Os 


i 4 
Non. Os 


AL 


D.C.). 


Ped Os. | D.C.) 
Ped Os. (D.C. 
Ped. Os. (D.C.) 

















32”—4 bl. 1 sp. 
52”—4 bl. 3 sp. 
52”—4 bl. 3 sp. 
52”—4 bl. 3 sp. 
36”—4 bl. 2 sp. 
36”—4 bl. 2 sp. 
36”—4 bl. 2 sp. 
36”—4 bl. 2 sp. 
36”—4 bl. 2 sp. 
6 bl. 1 sp. 

6 bl. 1 sp. 

6 bl. 1 sp. 

6 bl. 1 sp. 

6 bl. 1 sp. 

6 bl. 1 sp. 

12”—6 bl. 1 sp. 
12”—6 bl. 1 sp. 
12”—6 bl. 1 sp. 
12”—6 bl. 1 sp. 
12”—6 bl. 1 sp. 
12”—6 bl. 1 sp. 
8”—4 bl. 1 sp. 
8”—4 bl. 1 sp. 
10”—4 bl. 1 sp. 
10”—4 bl. 1 sp. 
10”—3 bl. 1 sp. 
10”’—3 bl. 1 sp. 
10”—3 bl. 1 sp. 
10”—3 bl. 1 sp. 
10”—3 bl. 1 sp. 
9”—3 bl. 1 sp. 
9”—3 bl. 1 sp. 

ELECTRIC 

9”—3 bl. 1 sp 
9”—3 bl. 1 sp 
9’—3 bl. 1 sp 
9”—3 bl. 1 sp. 
12”—4 bl. 2 sp. 
12”—4 bl. 2 sp. 
9”—3 bl. 1 sp. 
9”—3 bl. 1 sp 
9” 3 bl. 1 sp 
9”—3 bl. 1 sp. 
8”—4 bl. 1 sp 
10”—4 bl. 1 sp. 
10”—4 bl. 1 sp 
10”—4 bl. 1 sp 
10”—4 bl. 1 sp. 
16”—4 bl. 3 sp 
16”—4 bl. 3 sp. 
16”—4 bl. 3 sp. 
16”—4 bl. 3 sp. 
8”—4 bl. 1 sp. 
12”—4 bl. 3 sp. 
12”—4 bl. 3 sp. 
16”—4 bl. 3 sp. 
16”—4 bl. 3 sp. 
16”—4 bl. 3 sp. 
10”—4 bl. 1 sp. 
10”—4 bl. 1 sp. 
12”—4 bl. 3 sp. 
12”—4 bl. 3 sp. 
12”—1 bl. 3 sp. 
10”—4 bl. 1 sp. 
10”—4 bl. 1 sp. 
10”—4 bl. 1 sp. 
10”—4 bl. 1 sp. 
10”—4 bl. 1 sp. 
&”—4 bl. 1 sp. 
8”—4 bl. 1 sp. 
8”—4 bl. 1 sp. 
8”—4 bl. 1 sp. 
10”—4 bl. 1 sp. 
84’”—3 bl. 1 sp. 
10”—3 bl. 1 sp. 
12”—4 bl. 3 sp. 


$47. 


$52 


$52 


$42 


$39. 
$39. 
$41. 
$42.: 
$28. 
$34. 


$32. 
$32. 
$34 

$36. 
$17. 
$17. 
$26. 


$24.5 


$24 
$26 
$3 
$6 
$6 


00 


-00 
$50. 
.00 
$42. 
-00 
.00 
.00 


00 


00 


.50 
.00 | 
00 
50 
.00 
.50 


.00 
00 | 
50 
.00 


.50 


95 
$14. 
$15. 
$13. 
$4. 
$4. 
$9. 
$9. 
$12. 
$22. 
$24. 
$38. 


45 
45 
95 


60 | 


60 
95 
95 
45 
45 
45 
50 
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55x166 
| 55x164 


Non. Os 
Non. Os. 


49x910 Ped. Os.. : 


49x909 
49x714 
49x912 
49x911 
49x716 
49x495 
| 49x493 
49x908 
49x907 
49x712 
49x723 
49x901 
| 49x496 
49x492 
49x491 
55x178 
49x478 
48x479 
49x720 
49x721 
49x609 
49x610 
49x476 
55x167 
53x165 
78x198 
78x236 
49x605 
49x606 
49x607 
78x184 
78x185 
78x186 
78x196 
78x197 
78x194 
49x936 
78x174 
78x175 
78x176 
78x181 
78x183 
78x188 
78x189 
78x 191 
49x940 
49x942 
49x945 
78x178 
78x179 
49x947 
49x948 
49x950 
78x172 
49x942 


Ped. Os. .. 

Ped. Os. 

Ped. Os. 

Ped. Os. 

Ped. Os. 

D. Os. 

a e. C.).. 2% 
Ped. Os 

Ped. Os 

Ped. Os. 

D. Os — 
. Os. (D.C). 
D. Os 

D. Os.. 

D. Os 
 Oa..: 

D. Os. 

D. Os. . 

D. Os 

D. Os.. : 
D. Non. Os.... 
D. Non. Os 

D. Os. 

D. Os. ; 

ky ae 
Ped. Os. . 

Ped. Os. 

D. Non. Os.... 
D. Non. Os.... 
D. Non. Os 
Ped. Os.. 

Ped. Os. 

Ped. Os 

Ped. Os. 

Ped. Os. 

D. Os. (D.C.) 
D. Os 

Ped. Os. 

Ped. Os. 

Ped. Os. 

D. Os ; 

D. Os. (D.C.).. 
D. Os 

D. Os 

D. Os 

D. Os 

D. Os 

D. Os. (D.C.).. 
D. Os. 

D. Os . 
D. Non. Os 

D. Non. Os 

D. Non. Os . 
D. Non. Os. (D.C.). 
DD. GA... 


9”—3 bl. 1 sp. 
9”—3 bl. 1 sp. 
10”—3 bl. 1 sp. 
10”—3 bl. 1 sp. 
10”—3 bl. 1 sp. 
12”—4 bl. 3 sp. 
12”—4 bl. 3 sp 
12”—4 bl. 3 sp. 
12”—4 bl. 3 sp. 
12”—4 bl. 3 sp. 
8}’—3 bl. 1 sp. 
8}”—3 bl. 1 sp. 
8}”—3 bl. 1 sp. 
10”—3 bl. 1 sp. 
10”—3 bl. 1 sp. 
12”—3 bl. 4 sp. 
12”—3 bl. 4 sp. 
12”—3 bl. 4 sp. 
8}”—3 bl. 1 sp. 


84”—3 bl. 
8}"—3 bl. 
10’—3 bl. 
10”—3 bl. 
84”—3 bl. 
8}’—3 bl. 
84" -3 bl. 
8}”—3 bl. 
8}”—3 bl. 


12”—3 bl. 
16”—4 bl. 
8}”—3 bl. 


8}”—3 bl. 
8}”—3 bl. 
1c”—3 bl. 


10’—3 bl. 
10’—3 bl. 
12”—3 bl. 
12”—3 bl. 
12°—3 bl. 
16”—4 bl. 


8}”—3 bl. 
84"—3 bl. 
8}”—3 bl. 
10”—3 bl. 
10”—3 bl. 


12”—3 bl. 
12”—3 bl. 
12”—3 bl. 
84’”—3 bl. 
8}’”—3 bl. 


. 8—3 bl. 


10’—3 bl. 
10’—3 bl. 
84"—3 bl. 


. 8¥—S bi. 


8}”—3 bl. 
8}3”—3 bl. 
8}”—3 bl. 


sp. 
Sp. 
sp. 
sp. 
sp. 
sp. 
sp. 
sp. 
sp. 
sp. 


$13 

$13. 
$22. 
$21. 
$21 
$36. 
$34. 
$34. 
$31. 


$33.5 


$19. 
$18. 
$18. 
$17. 


$20.45 


$31. 
$29. 
$29. 
$15. 
$18. 
$19. 
$18. 
$17. 
$15. 
$17. 
$15. 
$14. 
$14. 


$33.5: 


$44. 
$13. 
$11. 
$11. 
$23. 
$22. 
$22. 
$35. 
$33. 
$32. 


95 
95 
95 


45 | 
45 


95 


$37.50 


$20. 
$18. 
$18. 
$18. 
$21. 
$31. 


$28. 
$28.: 


$14 

$14. 
$18. 
$19. 
$18 

$13. 
$12. 
$12. 
$16. 
$16. 





General Regulator Corp. 


2608-12 Arthington St. 
Chicago, Il. 





GENERAL EXHAUST 


This firm reports on 16 models of exhaust, attic 
ventilation, window ventilating, general purpose ex- 


haust, desk and pedestal fans available in A.C. 


Ex 


Ww 
Ww 


Vv 
<M 


Ww.v 
W.V 


E> 


x 


Ex 
Ex 


> Ppp 
“dds 


x 


SALESMAN 


10”—4 bl. 1 
10”—4 bl. 1 
10”—4 bl. 1 
10”—4 bl. 1 
10”—4 bl. 1 
16”—4 bl. 1 
20”—4 bl. 1 
24”—4 bl. 1 
30”—4 bl. 1 
20’—2 bl. 1 
24”—4 bl. 1 
30”—4 bl. 1 

1 


36”—4 bl. 








or D.C, 
sp. $19.00 
sp. $21.00 
sp. $26.00 
sp. $36.50 
sp. $48.75 
sp. $65.00 
sp. $80.00 
sp. $138.00 
sp. $235.00 
sp. $80.00 
sp. $120.00 
sp. $150.00 
sp. $200.00 


| 


— 2 Pe 
D. or Ped 
D. or Ped 





. 42”—4 bl. 1 sp. $250.00 


24}”’—3 bl. 1 sp. $80.00 


. 32°—3 bl. 1 sp. $115.00 





Guth, The Edwin F. Co. 


2615 Washington Ave. 
St. Louis, Mo, 





GUTH FAN 


This manufacturer reports on one type of combined 


ceiling fan and lamp. 


1 bl. 2 sp. 


$56 


-60 





Hunter Fan & Ventilating Co., 
Fulton, N. Y, 


This company reports on 25 me 


ceiling, desk and ventilating fans. 


281 Ped.. 
282 Ped.. 
181 C 
2620... 
, ae 
2 ae 
120 C 
C20HT C.... 
580 D. Non. Os 
650 D. Os 
50 D. Os 
Ped. Os 
| 
tie x 
D. Os 
Ped. Os 
D. Os 
D. Os 
D. Os 
D. Os 
D. Os 
Bia 
a a0 
Wiens 
ae 


~ 
= 


= > 4 e 
oumoooanw 


ran 


OUUNNNNHNNNNANHUN Ww 
Qn UN NM UN 


24” 


24” — 


24” 


24”— 


16” 


4 bl. 1 sp. 
4 bl. 2 sp. 
- 4bl. 1 sp. 
4 bl. 2 sp. 
4 bl. 1 sp. 
4bl. 1 Sp. 
4 bl. 2 sp. 
4 bl. 3 sp. 
4 bl. 2 sp. 
4bl. 2 sp. 
4 bl. 2 sp. 
4 bl. 2 sp. 
6 bl. 1 sp. 
6 bl. 1 sp. 
4 bl. 2 sp. 
4 bl. 2 sp. 
4 bl. 3 sp. 
- 4bl. 3 sp. 
- 4bl. 3 sp. 
- 4bl. 3 sp. 
4 bl. 3 sp. 
4 bl. 3 sp. 
4 bl. 3 sp. 
- 6 bl. 1 sp. 


- 6 bl. 1 sp. 


$68 


$77. 


$48 


$57. 


$58 


$69. 


$53 
$53 


$3. 


$il 


$16. 


$24 


$25. 


$28 


$17. 


$22 


$25. 


$28 


$27. 


$29 
$32 
$35 


$37. 


$25 


$28. 


dels of pedestal, 


00 
50 
.00 
50 
50 
50 
00 
.00 
95 
.95 
95 
95 
00 
.00 
45 
45 
00 
.00 
50 
95 
.00 
.00 
50 
00 
00 





International Engineering Co. 


Dayton, Ohio 





INTERNATIONAL VENTILATOR 


This company reports on 5 models 


tilating fans. 


22KEX A.V. 


2 bl. 2 sp. 


$65 


of attic ven- 


00 


53 
















14KDX A.V. 3 bl. l sp. $47.00 
30WA A.V. 30”—3 bl. l sp. $82.00 
36WA A.V. 36”"—3 bl. I sp. $96.00 
42WA A.V. 42”—3 bl. 1 sp. $118.00 





Kel-San Manufacturing Co., Inc. 
915 Valley St., 
Dayton, Ohio 




















KEL-SAN CIRCULATOR 
























This manufacturer reports on 6 models of pedesta 
j haust far 
16 Ped 16”—3 bl. 2 sp. $55.00 
PLA 0 Pe 20”—3 bl. 2 sp. $60.00 
24 Ped 24”—3 bl. 2sp. $65.00 
16 Ex ~-. 16°—3 2sp. $45.00 
j ini j s 20 Ex.. we cteee 20°—3 bl. 2 sp. $50.00 
There is a definite, tangible appeal in the 1938 a h* ees oe ee ee 


Diehl Fan line that can give you a fast-moving 
fan business. 





Kisco Co., Inc. 
4414-18 W. Papin St 


\ 
St. Loui \I 


Diehl Fan simplicity of design and operation 
plus the established popularity of Diehl Fans 
among buyers of desk, wall and ceiling types 
and air circulators—for commercial and indus- 
trial service and domestic use from kitchen to 
attic—here is a selling combination that’s 
mighty hard to beat. 











Added to this is a series of quick-acting sales 
helps that will not only grab prospects off the 
street and bring them into your store, but will 
also help you close sales. 


Plan now to get your share of the profits from 
this extensive Diehl Fan line for 1938. Write 
for your copy of the Diehl 1938 Fan Catalog 
Number 49 and merchandising program to 
Diehl Manufacturing Co., Electrical Division of 
The Singer Manufacturing Co., Elizabethport. 
New Jersey 





KISCO CIRCULATOR 


RNY. 
one 
pieh! 


1888 1938 C 16’—4 bl. 2 sp. $48.00 
—< . Ex 12”—4 bl. 3sp. $34.00 

Ex 20”—4 bl. 2 sp. $47.00 

Fa 4bl. 3s $32.50 
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aoa nmnmnwnan 


OO Oo 


Knapp-Monarch Co., 


3501 Bent Ave., 
St. Louis, Mo. 


reports on 12 models of desk and 


12”—4 bl. 2 sp. $16.50 





10’—4 bl. 2 sp. $12.95 
10°—4 bl. isp. $8.95 
8”"—4bl. isp. $6.50 
8”"—4bl. isp. $3.95 
10’—4 bl. 2 sp. $12.95 
16”—3 bl. 2 sp. $31.50 
12”—4 bl. 2sp. $27.50 
10”’—4 bl. i sp. $12.95 
10’—4 bl. isp. $6.95 
8”"—4bl. isp. $4.95 
8"—4 bl. 1sp. $2.95 





Landers, Frary & Clark, 


New Britain, Conn. 


UNIVERSAL 


n three models of desk, counter 


4bl.1sp..... $10.95 
4bl.1sp..... $14.95 
4bl.isp..... $14.95 








Master Electric Co., 


100 Davis Ave., 
Dayton, Ohio 





ep mn 4 low priced desk 
enti 
8”—4bl. isp. $2.00 
8’—4 bl. isp. $2.77 
10’.—4 bl. isp. $4.22 
10’—4 bl. isp. $6.45 
8’—4 bl. isp. $4.00 





desk, attic ventilation 


Motor Service and 
Manufacturing Co., 


3300 Indiana Ave., 

Chicago, II. 

rts on 6 models of 
and exhaust fans. 


pedestal, 


18”’— S5bl.3sp. $90.00 
20”— 5 bl. 3 sp. $100.00 
24”°— 5 bl. 3 sp. $125.00 
24”— Sbl.1sp. $95.00 
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uw 


bl. 1 sp. 
bl. 3 sp. 





PITT EXHAUST 


| air pump exhaust fans 


— ee 


The Pitt Corporation: 


209 W. 19th Terrace 
Kansas City, Mo. 

































sp. 
sp. 
sp. 
sp. 





$104C 


gr 


~~ Pi Rais 


1304 Non. Os 
1604 Os 


1504 Os 


914 Non. Os 


1014 Os 


1404 Os..... 
804C Os. 


Non Os 


52” 
12” 


-4 bl. 
—4 bl. 


12”—4 bl. 
16”’—4 bl. 
10”—4 bl. 


12°—. 


8” 


10”’— 
12”°— 


10” 
10” 


—- eh 


3 sp. 
3 sp. 
3 sp. 
3 sp. 
1 sp. 
sp. 
sp. 
sp. 
sp. 
sp. 


$53. 
27 
$24. 
$35. 
$15 
$29. 
$3. 
$9. 
$17. 
$13. 





00 


.50 


95 








This | c 
pedestal fans. 
22DL 
22DL 
22 D 


D 
Ped 


22 Ped 


16 D 
36DL 


Ped 


36 Ped 


ymmpany repor 


‘ 


mm NNN bh 
= 


ww 
>a 


NN 


NNN Nh 


NNN Nw 


sp. 
sp. 
sp. 


sp. 


Russell Electric Company 


$79. 


$99 


$59. 
; $79. 
1. 50 sp. $28. 
bl. 8 sp. $159 

1. 8 sp. $139 







340 West Huron St, 
Chicago, Ti 
models of desk and 


50 
50 
50 
50 
50 
50 
50 








ROYAL CONSOLE 


This company reports on two models: 
4 bl. 1 sp. 
10’—4 bl. 1 sp. 


Robeson Rochester Corp. 


176 Anderson Ave., 
Rochester, N. Y. 





This company reports on 15 models 
desk and ceiling fans. 


Robbins & Myers, Inc. 


Springfield, Ohio 





inc 


3 Sp. 
sp. 
sp. 
3 sp. 


This company reports on 24 m 


yedestal, bracket, ceiling and 
I 


















FLEX 


auto tans. 


N. 


Samson-United Corp. 


1700 University Ave, 
Rochester, 


: A 








dels including desk, 








« 





706 D-Non. Os 6"—4bl. isp. $3.95 
709 D-Non. Os 8”—4 bl. isp. $4.95 
711 D-Os 10”—4 bl. 2 sp. $11.95 
711-1 D-Os. (D.C.) 10” bl. 2 sp. $14.95 
712 Ped. Os. (D.C.) 10” bl. 2 sp. $14.95 
712-1 Ped. Os. 10’—4 bl. 2 sp. $17.95 
710 D-Non. Os. 10’—4 bl. 2 sp. $7.95 
710-1 D-Non. Os 10’ bl. 2 sp. $10.95 
716 D-Non. Os. 10” bl. 2 sp. $10.95 
716-1 D-Non. Os 10” bl. 2 sp. $13.95 
713 D-B Os 16” bl. 3 sp. $35.00 
713-1 D-B Os. (D.C.) 16” 1. 3sp. $39.00 
714 Ped.... 16” 1. 3sp. $47.00 
714-1 Ped. (D.C.) 16” l.3sp. $51.00 
715 Ped 24” 1. isp. $79.50 
715-1 Ped. (D.C. 24” bl. i sp. $89.50 
i Se 24” 1. i sp. $69.50 
718 D. ‘ 24” 1. isp. $71.50 
717-1 B (D.C.) 24” l. isp. $79.50 
718-1 D (D.C 24” 1. isp. $81.50 
719 C., 24” 1. 1 sp. $64.00 
719-1 C (D.C. 24” 1. I sp. $74.00 
998 S.A. (D.( 6” 1.2sp. $3.98 
998-1 S-A. (D.( 6” 1.2sp. $4.98 
Shepler, F. W., Stove Co., 
1312-14 Sheffield St., N.S.» 
Pittsburgh, Penna. 
This manufacture rts two models of 
kitchen ventilating fans. 
5 Ex.Wa.V. 10”’—4 bl. 1 sp. $25.00 
5C Ex.Wa.V . 10°—4 bl. l sp. $29.00 


5 


= 
















205 D.O 
07 D.O 10” —4 Isp. $11.50 


109 Ped. O 12” > 












| 1 | 2 : TRADE WIND BLOWER 


SHEPLER EXHAUST 





Signal Elec. Mfg. Co. 


Mer 








Mict 


ss coiial - STANDARD Victor Electric Products, Inc. 


leet hracket air nd 


























ul, brack ilins d ventilating fat 712°Reading Road 
ee ee ees ee B. F. Sturtevant Co ee 
950 D. O D.« 16” —4 bl. 3 sp. $32.00 . . . 
350A D.O 12”—4 bl. 3 sy $91.75 Hyde Park. Ma 
750 D. Os. (D.( 12”"—4 bl. 3sp. $29.00 
550A D.O 10° —4 bl. 2 sp. $12.95 ; ee 
450A D. O 10 4} Isp. $13.50 : p n 16 ule xha 
56 D. O a”—_4 1 isp. $ 8.25 t 
152A D.O 8"—4 bl. isp. $ 8.50 wees EX 12”—6 bl. 2 sp. $52.00 
16 D.O 8°—4bl. isp. $ 6.75 ne ee 16” —6 bl. 2 sp. $88.00 
112A D. Non. O 8”—4 bl. isp. $ 7.00 E 18” —6 bl. 2 sp. $121.00 
360 D. O 12°—4 bl. 2sp. $15.25 Ex 0” —6 bl. 2 sp. $143.00 
561 D. O 10°—4 bl. isp. $ 8.75 oo me 5” —6 bl. 2 sp. $203.00 
58 D.O 8 4bl.isp. $5.75 — .. 30”—6 bl. 2 sp. $265.00 
154 D.O 8"—4 bl. isp. $ 7.2 Ex ..-.. 36”"—6 bl. 2 sp. $378.00 
18 D. Os. 8"—4bl. isp. $ 3.50 I 42”—6 bl. 2 sp. $446.00 
114 D. Non. O 8” —4 1 1 @5s6 75 Ex 45” —6 bl. 2 sp. $616.00 
Saee TP. . 4”—4 bl. i sp. $56.50 A.\ 2S" —6 | $174.00 
rL24 D .. 24"°—3 bl. 2 sp. $66.00 A.V.. 30” —6 t . $197.00 
VL24 D. (D.( 4"—-3 bl. 2sp. $81.00 A.\ 36” —6 bl . $236.00 
a* |: .. 30°—3 bl. 2 sp. $80.50 A.\ 42”—6 bl..... $315.00 
VL30 D. (D.C : 30” —3 bl. 2 sp. $95.50 A.\ os 45”—6 Dl..... $374.00 








F24 Ped 

PP: ed 3 bl. p. $75.00 

pata eg + so See Super-Fan Manufacturing Co. 
*30 Ped. (D.( 3 3 bl. 2sp. $89.50 

VF30 Ped... 30” —3 bl. 2 sp. $104.50 Freeport 

SsWw2 2 tas 7s 


ta 













FS8 D a f .i@ 

FS3Q D. Non. O ...+. 12°—4Q bl. 1 sp. $19.95 
FT12Q D. Os.. ... 12°—4Q bl. 3 sp. $24.95 
FT16Q D. Os... 16”—4Q bl. 3 $31.95 

FSS5Q ( ‘ ; . 12”—4Q bl. 1 sp. $18.95 

FS6QC. j . 16’°—4Q bl. 1 sp. $24.95 

FS32 Ped. O i 12”—4Q bl. 1 sp. $34.95 

FS36 Ped. Os. .. 16”—4Q bl. 1 sp. $43.95 
FT120'Ped... 20”—3Q bl. 2 sp. $49.95 
FT121 Ped 20’—3Q bl. 2 sp. $41.95 
FT122 Ped... 10”--3Q bl. 2 sp. $40.95 

FT44 Ped.... ?2”—2Q bl. 2 sp. $63.95 

FT45 Ped ; 22”--2Q bl. 2 sp. $49.95 
FS110 D. O ‘ 10°—4 bl. isp. $9.95 
FT1i12 D.O l 








Wagner Electric Corp 
6400 Plymouth A‘ 
St. Louis, M 





SUPER EXHAUST 


I par port n 3 models, inter 
I or exhaust fans 
4 bl [ $37.50 
19 Ped B 19” —4 bl. l sp. $38.00 


Standard Transformer Corp. *” '*°" ® eee ee 


850 Blackhawk St. 
Chicago, I Trade-Wind Motorfans, Inc. 
1325 Maple Av: 
Thi mopar report nor lel ncludir desk Los Angel Ca 
and pedesta 








18” 




















WAGNER 


” , 
200 D. Non. O ‘ 8”—4 bl. 1 st $4.95 I t 8 1 ei 

01 D.O 8”"—4bl. isp. $6.85 ventilator t vheel type manufacturer report n 48 models of desk, 
203 D.O . o”—4 l sp ‘ 301 W V 45 | 1 sp $30.00 pedestal, ventilating, ceiling and exhaust fans. 
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Mt had to cone! Success deenanded #/ 


COMPLETE LINE of SAFE-FLEX 
RUBBER-BLADED FANS 


READ BUSINESS WEEK’S 
STARTLING PREDICTION 


“One half of all 1938 electric fan 
sales will be on Rubber Bladed fans” 


—IT’S NOW COMING TRUE! 


When Samson introduced Rubber Bladed Safe-flex Fans, 
the industry was fascinated; but puzzled. Would such 
a revolutionary fan SELL? 


















Two sensational summer seasons have ripped away all 
question marks! Safe-flex not only sold . .. it sold 
out! Such overwhelming success demanded a COM. 


PLETE Safe-flex line. 


Now it’s here . . . 24 sales-boosting Safe-flex numbers. 
Yes! All types . . . even oscillating fans. All sizes, 
from the 6” All-Purpose to big 24” Pedestal Air Cool- 
ers. Every one delivering breeze power as great as 
or even greater than metal bladed fans of similar 
size. ALL SAFE-FLEX RUBBER BLADES GUARAN. 
HOUSEHOLD SAFE-FLEX TEED 5 YEARS! 
——* No matter what the need—or what the price prefer- 
The biggest breeze bargain in ence—you can now answer the profitable demand 
America. A real leader . . . with a rubber-bladed Safe-flex. Advance bookings are 
a genuine customer-getter . rolling in fast. We urge you to make your commit- 
at a full profit. Frost-tone walnut ment now. ’ 
finish. 







































$4.95 





8” 
Compact! Powerful! 


Safe-flex rubber-bladed fans covered by U. S. Patent 
No. 2,095,223. 





SAMSON Safe-flex RUBBER BLADED electric fans 
SAMSON-UNITED CORP., Rochester, New York 


1938 


SAFE-FLEX 24” 
AIR-COOLER 
























PROVED 14 Times 
quieter than metal $11.95 SAFE-FLEX BACKED BY biggest National Advertising 
. 
circulators A.C. Model $3.95 campaign ever put behind any electric fan! 
This big pedestal rubber 28,000,000 sales-making advertising impressions 
bladed air circulator “ — .. . covering 89.2% of all fan prospects right in 
makes competition obso- 10 Oscillating your own territory! 
ra Paignmyt posal Safe-flex . —ae ; l > i p The Saf a bt bladed 
cyclo » et « scarcely "= Saturé ay yvening ost le Sate ex rubber jaded fam story 
be heard! Safe-flex rub- Breezepower! Safe-Flex tall _ ll be flashed front the cres 
. Collier's w ashed in front of the cream 
ber blades are silent! Safety! Silence! Stands Up! - “ : of America’s buyin ower F 
Public places, hotels, The most popular and Clamps on! Pins Up! Woman's Home Companion ! ’ . —— ~ ing | » + + in 
stores, etc. will want no fastest selling model A sensat wy sast year Good Housekeeping! ee re ight through 
ethers! A cemeation wher and size. 90 degree " ‘ he little fan 7 June and July 
: 2 oscillation, Converts acrobat that is used on Business Week! 
ever demonstrated. to wall model with bed posts, walls, end Time! 
pedestal, $14.95. tables and where-not! a sin tt . ALSO:—Beautiful full color displays 
so « am 2 agazine sec 
There are now 24 Safe-flex models . . . be sure you Se on ha ee BEC... window banners . . . newspaper 
see the complete line tion of 26 big Sunday news advertising mats . . . produced by 
papers: skilled sales promotion authorities. 











RUBBER-BLADED 
ELECTRIC FANS... 
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COmMING 





in THE WHOLESALER’S SALESMAN 


Another “Salesmen’‘s Check List’ 


—this time of 


HEATING 
APPLIANCES 


A complete “encyclopedia” of heating appliances, 








including manufacturers’ names, addresses, trade 
names, prices, and other pertinent details that will 
answer almost every question a salesman may be 
asked about every line. A valuable sales tool that 
should always be in your bag. 


Gn two parts 


APRIL ISSUE 


TOASTERS e WAFFLE IRONS 


GRILLS or HOT PLATES 
ROASTERS e 


CORN POPPERS 


MAY ISSUE 


IRONS e MIXERS 
COFFEE MAKERS ¢ HEATING PADS 









THE WHOLESALER’S SALESMAN 
A McGraw-Hill Publication 


330 WEST 42 STREET, NEW YORK,N.Y. 











52065 
62605 
84605 
52603 
62603 
84603 
62003 
62023 
84003 
62602 
82602 
52604 
41601 
51601 
52601 
62601 
52600 
52602 
84023 
95608 
65602 
65604 
85602 
86604 
65004 
65024 
86004 
86024 
29606 
29608 
19606 
19607 
19608 
S6OWA 
S6OWB 
D6OTL 
D6OoT] 
D60TM 
D60TK 
S4SM 
S5SG 
S6ST 
S7SG 
S9SD 
D5SD 
D6SF 
D&asD 
D11SE 


Ped. Os 
Ped. Os 
Ped. Os 


D. 
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D.C 
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2) 
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either desk, ce 


2 exhaust fans. 


$22H 
$22T 
$28H 
S$28T 


MC22T 
MC28T 


C22H 
C22T 
C28H 
C28T 
CX227T 
CX28T 
D22H 
D22T 
D28H 
D28T 
ZP16TF 


Sem 
~ w 


Ward, Edgar T. Co., Inc. 


1134 N. Kilbourn Ave 








WARD 


5 n 


r pedestal fans, 
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16” 
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Westinghouse Electric | 
& Manufacturing Co. 










246 East Fourth Street 
Mansfield, Ohic 








This company reports on 130 models of pedestal, 


desk and bracket and ventilating fans. 


16QP3 Ped. O 16”—4 bl. 3 sp. $49.95 
16QP35 Ped. O 16”—4 bl. 3 sp. $49.95 
16QP30 Ped. Os. (D.C 16”—4 bl. 3sp. $54.95 
12QP3 Ped. Os 12”—4 bl. 3 sp. $39.95 
12QP35 Ped. Os 12”—4 bl. 3 sp. $39.95 | 
12QP30 Ped. Os. (D.C.). 12”—4b!. 3 sp. $43.45 
12LQP3 Ped. Os 12”—4 bl. 3 sp. $22.45 
12LQP35 Ped. Os 12”—4 bl. 3 sp. $22.45 
10SQP3 Ped. Os 10”’—4 bl. l sp. $24.95 
10SQP35 Ped. Os, (D.( 10”’—4 bl. i sp. $24.95 | 
10SQP30 Ped. Os 10”—4 bl. 1 sp. $28.95 | 
10LQP3 Ped. Os 10’—4 bl. isp. $14.95 
10LQP3 Ped. Os 10”—4 bl. isp. $14.95 
16Q3 D-B Os 16”—4 bl. 3 sp. $37.50 
16Q35 D-B Os 16”—4 bl. 3 sp. $37.50 | 
16Q30 D-B Os. (D.¢ 16”—4 bl. 3 sp. $40.50 
16F3 D-B Os 16”—4 bl. 3 sp. $35.00 
16F35 D-B Os 16”—4 bl. 3 sp. $35.00 
16F6 D-B Os 16”—4 bl. 3 sp. $36.50 | 
16FC3 D-B Os 16”—4 bl. 3 sp. $43.50 ! 
16F30 D-B Os. (D.C 16”"—4 bl. 3 sp. $38.00 ; 
16F60 D-B Os. (D.C.). 16"—4 bl. 3 sp. $39.50 | 
16FC30 D-B Os. (D.C.). 16"—4 bl. 3 sp. $46.50 | 
16F32 D-B Os 16”—4 bl. 3 sp. $36.50 
16F1 D-B Os. (D.C.). 16’—4 bl. 3 sp. $39.50 | 
12FN3 D-B Non. Os 12”—4 bl. 3 sp. $24.00 
12Q3 D-B Os 12”—4 bl. 3 sp. $29.95 
12Q35 D-B Os 12”—4 bl. 3sp. $29.95 





POW ERAIRE 


12Q30 D-B Os. (D.C.). 12”—4 bl. 3 sp. $33.45 
12F3 D-B Os 12”—4 bl. 3 sp. $27.50 
12FC3 D-B Os 12”—4 bl. 3 sp. $36.00 
12F6 D-B Os 12”—4 bl. 3 sp. $29.00 
12F35 D-B Os 12”—4 bl. 3 sp. $27.50 
12F1 D-B Os. (D.C.). 12”—4bl. 3 sp. $32.50 
12F30 D-B Os. (D.C.). 12”—4 bl. 3 sp. $31.00 
12F60 D-B Os. (D.C.). 12"—4 bl. 3 sp. $32.50 
12FC30 D-B Os. (D.C.). 12”—4 bl. 3 sp. $39.50 
12F32 D-B Os 12”—4 bl. 3 sp. $29.00 
12LQ3 D-B Os 12”—4 bl. 3 sp. $17.95 
12LQ35 D-B Os 12”—4 bl. 3 sp. $17.95 
10Q3 D-B Os 10”—4 bl. $19.95 
10Q30 D-B Os. (D.C.). 10’—4 bl. $23.95 
10SQ3 D-B Os 10”—4 bl. $17.95 
10SQ35 D-B Os 10”—4 bl. $17.95 
10SQ30 D-B Os. (D.C.). 10”—4 bl. $21.95 
10F6 D-B Os 10”—4 pl. $17.45 
10F3 D-B Os 10”—4 bl. $15.95 
10FY3 D-B Os 10”—4 bl. $17.45 
10F35 D-B Os 10”—4 bl. $15.95 
10F1 D-B Os. (D.C.). 10’—4 bl. $21.45 
10F30 D-B Os. (D.C.). 10”’—4 bl $19.95 
10F60 D-B Os. (D.C.). 10”—4 bl. $21.45 
10LQ3 D-B O 10”—4 bl. $ 9.95 
10LQ35 D-B Os 10”—4 bl. $ 9.95 
10FN3 D-B Non. Os 10”—4 bl. $12.95 
10F Ni D-B Non. Os 10”—4bl. (D.C.) $17.45 
10F N30 D-B Non. Os 10”—4 bl.(D.C.) $15.95 
10F N35 D-B Non. Os 10”—4 bl. $12.95 
10SFN3 D-B Non. Os. 10”—4 bl. $10.95 
10SFN35 D-B Non. Os. 10”’—4 bl. . $10.95 
10SFN6 D-B Non. Os 10”’—4 bl. . $12.45 
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Aircirculators—24” 30” 








Wall Box 9”—12” 








Enable you to make 4-way prof- 
its because with them you can 











cover the entire cooling and 
ventilating field, viz., 





Delco 10” 12” 16” 











Delco Desk, Wall and Ventilat- 
ing Fans for the Quality Market 


2. Delco Northeaster Desk, Wall, 
and Ventilating Fans for the 
Price Market 

3 Delco Aijircirculators for the 

* Business Market 
4. Delco Exhaust and Ventilating 


Fans for the Industrial Market 


The new Delco line includes new 
and Exhaust Fans 
and supplementary Aircirculator 


Ventilating 


models which offer brand new 








Delco Northeaster 






. pa: 8” 10” 12” 
money making opportunities. 


The entire line is fully guaran- 
teed, and each and every fan 
will give the years of carefree 
service that you expect from a 
product of General Motors. 


Send for the 1938 Catalog 


Find out about these new fans and 
the carefully prepared sales helps 
Delco furnishes to stimulate interest 
and help create volume sales. 


RS 











SALES CORPORATION 
HESTER.N.Y. 


Exhaust 12”—16”—18"”— 
24”—30" 

















1LOSF N30 
1OSF N60 
SSF3 
8SFN1 
SSF N30 
8LNQ3 
8LN3 
10F NM30 
10F M30 
12FN M30 
12F M30 
16F M30 
12FH3 
12FH6 V 


| 


php Eee EE PE HE HEE EERE EEE He Hoe EEE Khe ee EEE hE Ho EHP E HEE REE EEE EE Oe eS YL 


12FV30 V. 
16FH3 V 
16FH6 V 
16FH35 \ 
16FH32 ' 
16FH1 
16FH30 
16FH60 
16FV3 
16FV6 V 
16FV30 
52C3 « 
52CP3 C 
This is No. 550-A, 10 inch Oscillator, $12.95 list 52CT3 ¢ 


52C6 C 


52C35 

52032 

Dependable performance, accepted appearance ma 

. > . . 52R3 

and moderate prices are outstanding characteristics 52R30 


52R35 


of SIGNAL Fans. And, important is the fact they s6CP3 


( 
( 
( 
C 
( 
( 
( 
( 
C 
mise CG... 
C 
Cc 
C 
C 
C 
C 
C 


are a proven product.. They have established for 36C6 


36C35 


themselves, over a long period of years, an enviable ‘S6Ct 


36C30 
reputation with both the buyer and seller. The name oo 
s6R1 ( 


SIGNAL is recognized as a brand that is nationally 24F3 Ped 


24F35 Ped. 


known and which can be bought with absolute con- 483 D.C 


fidence. a sn 


-4FN3 Ped. Non. 
SIGNAL 4PN30 Ped. Non. 


24SN3 D. Nor 


Fans f aoe ees 
o G N A L D RI LL S an pea MENS C. Non 


HE EQAL/ to 4e0L Every fan car- aaalta’ tie 
4 ries the SIGNAL guar- 
hi — 


/ antee, and approved West Wind 
by the Underwriters’ a 
Laboratories. 


YNNNN. . . . ° . 


NN NN bv 


| 
NNN 





Write for 1938 mer- 
chandising program. 


WEST WIND VENTILATOR 


This firr 
tilating fans. 
101RI = - SRL2ap.... 696.25 
301RI seoxesaee StL Gem... 
201RI eae 3bl.2sp.... $32. 
420RI sesceece SUL San... Set 


VEN eee See 
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PRODUCTS 
TO SELL. 


. ~~ 


COMMERCIAL REFRIGERATOR 


FEATURES . . . Designed especially for 
storage of large cuts of meat. Large 
storage compartment extends from the 
floor to top of refrigerator. One large 
door, instead of two. DETAILS ... Shelf 
area of model HC-4/F 31.6 sq. ft., gross 
volume of 43.5 cu. ft., six shelves. 
MADE BY . . . General Electric Co., 
Cleveland, Ohio. 





AUTO RADIO 


FEATURES .. . Spot tuning. Self con- 
tained 8” electro-dynamic speaker, con- 
nections for additional external speaker. 
Automatic volume control. “Adapto" 
broad range antenna system, installs 
easily over steering post, matches all 
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A WC €.S 


cars. DETAILS . .. six tubes, rubber 
mounted 3-gang tuning condenser, 0-Z-4 
cold cathode rectifier, and type 42 
power output tube. List price $49.95 
complete. MADE BY .. . Galvin Manu- 
facturing Corp., 4545 Augusta Blvd., 
Chicago. 





GRILL STOVE 


FEATURES .. . Patented heating element 
similar to that used in electric ranges. 
Said to retain heat for full 30-minute 
simmering. Two switches for various 
heats. DETAILS .. . Stove has chrome 
finished top and black frosted enamel 
base. Made with either double or single 
6-inch heating unit. MADE BY. . 
Knapp-Monarch Co., St. Louis. 





HUMIDIFIER 








FEATURES .. . Diffuses warm, soothing 
vapor throughout the room. Handy tray- 


SALESMAN 


like base ready to be attached to any 
electric outlet. Will dispense any de- 
sired perfume or fragrance such as 
pine, lavender, etc. DETAILS 

Equipped to dispense medical inhalants 
and supplied with proper attachments. 
MADE BY ... Elmer A. Reid, Morris- 


ville, Pa. 





AUTO AERIAL 


FEATURES . . . Cowl aerials in one, two 
three sections. DETAILS . .. Designed 
as a part of maker's new auto radios and 
engineered as an integral part of the 
radio set circuit. MADE BY ... Philco 
Radio and Television Corpn., Philadelphia. 





COFFEE SERVICE 


FEATURES . . . Consists of coffee maker, 


creamer and sugar, hot plate and tray. 








Coffee pot, hot plate, sugar and 
creamer of chromium with black plastic 
handles and knobs. Tray of polished 
chromium with black composition handles. 
DETAILS .. . Lists at $19.95. MADE BY 
. . « Chase Brass & Copper Co., 10 E. 
40th St., New York. 




























































FEATURES ... Does away with surface 
cooking units. Employs especially de- 
signed aluminum utensils that fit into 
insulated heat wells in the top. Utensils 
designed for every cooking purpose. 
DETAILS . . . Finished in acid-resisting 
white enamel porcelain. Oven has one 
heating element. Combination thermo- 
stat and oven switch. Doors swing from 
side to side. Insulated with spun glass. 
MADE BY ... Electromaster Inc., Detroit, 
Mich. 





DOOR SPEAKER 





FEATURES . . . Consists of combination 
microphone-loudspeaker in the front or 
back doorjambs and a hand-set or wall 
type telephone within house. Visitor and 
person within house can carry on normal 
conversation. DETAILS ... Also avail- 
able for room to room conversation. 
MADE BY ... Dictograph Products Co., 
Inc., New York. 






62 


WAFFLE IRON 










































FEATURES ... Twin Reversable Waffle 
Iron bakes two full size waffles at once. 
Takes no more space on the table than 
the usual type and operates exactly the 
same. DETAILS . . . Equipped with 
nichrome heating elements, chromium 
finished, mounted on two walnut bake- 
lite standards on a round chromium tray. 
Lists at $12.50. MADE BY . .. Manning, 
Bowman & Co., Meridan, Conn. 


EGG COOKER 








FEATURES ... Eggs are placed in boil- 
ing tray or poaching dish, desired 
amount of water is poured in and when 
steam stops, eggs are done. DETAILS 
. . . Base of ivory; dome of chrome or 
copper. Includes boiling tray and poach- 
ing dish of ivory porcelain. Operates 
automatically. Small amount of water 
poured into cooker closes the circuit and 
turns to steam. When all water turns 
to steam, current shuts off. Lists at 
$3.95. MADE BY ... Hankscraft Co., 
Madison, Wis. 


——INTERCOMMUNICATING SYSTEM 










FEATURES . Loud speaker  inter- 
communication system for office, factory 
and home where inter-communication be- 
tween one point and one to five remote 








points is desired either as a group or 
selectively. System consists of one mas- 
ter station which is selective and con- 
trols the direction of the conversation 
and originates the call to the remote 
speaker stations which can answer the 
master station only when called. DETAILS 
. Cabinets are solid walnut with a 

hand-rubbed finish. Communication with 
16 or 14 gauge wire can be carried on 
over a distance of 3,000 ft. MADE BY 
. Webster Electric Co., Racine, 

Wis. 


NICKEL PLATE FLASHLIGHT 





FEATURES . . . Full nickel plate finish. 
Made of heavy gauge solid brass. All 
models have 3-position safety lock switch 
with flash button above thumb slide. 
Thumb slide locks flash button, prevent- 
ing accidental discharge of battery. Re- 
cessed lens ring prevents chipping or 
breaking of lens. Bulb shock absorber. 
Cases corrugated to provide handling 
security. Octagon lens rim prevents 


rolling. DETAILS . . . Number 5256 


5-cell, 2200 ft. range; No. 3256, 3-cell, 
750 ft. range; 3241, 3-cell, 600 ft. range; 
No 3252, 3-cell, 600 ft. range; No. 4758, 
2-cell, 500 ft. range; No. 2121, 2-cell; 
No. 2052, baby focusing spotlight, 400 
ft. range. MADE BY ... Bond Electric 
Corp., New Haven, Conn. 































FEATURES . . . Twin-bolster base. Mod- 
ern flush-back construction provides an 
offset in the base to clear the kitchen 
baseboard and permit the back of range 
to rest flush against wall. DETAILS... 
Large oven with twelve positions for ad- 
justable shelves, new ribbon-type Hi- 
Speed Calrod surface units, storage 
space, no stain vent and oven moisture 
control, full sanitary unitop, no-stoop 
full-floating door. MADE BY ... Gen- 
eral Electric Co., Bridgeport. 
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DAYLIGHT AFTER SUNDOWN 





Natural-Light . . . 


These modern lamps eliminate glare and shadows, and so 
improve visibility within the lighted area that they make see- He Fg = 
ing easier, with faster, more accurate work possible. Their posting ma - 
illumination has the texture of properly controlled daylight, oy 
which reduces eyestrain and relieves fatigue. Users of Faries 
Natural-Light lamps may convert a larger percentage of 
bodily energy into useful work. 


Model 1934 
List $13.50 


Model 1999 
List $11.00 





INCREASES SPEED <a 
REDUCES ERRORS 
AVOIDS EYESTRAIN 


Natural-Light is available in a wide variety of pleas- 
ing designs. Styled as portable desk—clamp-on desk 
—and floor portable models, there is a Natural-Light 


lamp to meet any office need. Model 1989 


} 
Faries lamps have been the quality standard since List $'1.00 
} 


electroplated finishes which assure permanent beauty 


| Model 1935 and lasting harmony with any office furnishings. 
, oe ee Check over your stock today . . . orders will be 
shipped promptly . . . our national advertising to 


business executives assures ready sales. 


| 
| 1880. They are made from the best materials, with 


A RI FE MANUFACTURING co. 
F DECATUR. ILLINOIS 
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mt\ PREMIER uses 
DOR SMASH 


in the American Weekly 


ns 


Great Spring campaign starts 
soon and covers entire 
Spring buying season 


Tie up with the most unusual Spring 
promotion drive in Premier's entire 
history! Beginning in April, Premier 
will use a big color smash and then 
more smashes in one of the greatest 
advertising mediums in this country. 
The American Weekly goes into your 
community. It sells goods! So when 
we tell you we are going to be in this 
publication week after week after 
week — it means business for you! 
This fine Spring campaign will help 
you put your cleaner business back 
on a QUALITY basis. You'll sell 
Premier cleaners—and make a real 
profit on every sale! The coupon 
mailed now will bring you the whole 
story in time to enable you to join in! 


For details on model to be featured and 
full information rush coupon NOW! 


one of America’s 
largest-selling and 

best-known 
| VACUUM CLEANERS 
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SEWING MACHINE LAMP 





FEATURES . . . Number 72 (illustrated) 
for attachment to sewing machine table. 
Horizontal arm 22” long, mounted on 
cast iron base 14” high. Auxiliary arm 
51/7.” long. Overall length including re- 
flector assembly is 334/44”. DETAILS... 
Uses standard double contact candelabra 
base type lamp in either 6-8 volt or 110- 
115 volt classification. Finish: smooth 
machine gray, with black or green op- 
tional. MADE BY . The Fostoria 
Pressed Steel Corp., Fostoria, Ohio. 





DOWNLIGHT 





























FEATURES ... 
Types © and T for recessed installations 


Five designs available. 
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NEW 


PRODUCTS 
TO SELL. 


SUPPLIES AND EQUIPMENT 


in low ceilings. Type T makes use of 
flashed opal diffuser. These types re- 
quire recessed pocket 5” deep x 115%” 
diameter with '/2” flange around lower 
edge. Type V for application directly 
on ceiling. Type U provided with lumi- 
nous side panels of Formica. Type R 
(illustrated) of semi-rigid hanger con- 
struction. Available with either louvre 
as shown or with prismatic glass plate. 
DETAILS . . . Diameter of louvre open- 
ing of each model 10/4”. Finish—satin 
aluminum. MADE BY .. . The F. W. 
Wakefield Brass Co., Vermilion, Ohio. 





LOUVRE LENS 










































FEATURES .. . For use in conjunction 
with indirect lighting. Made of moulded, 
heat-treated crystal glass. Can also be 
used for recessed, semi-recessed or sur- 
face type lighting. DETAILS . . . Result 
with indirect units is two-fold. Gives 
effect of spaciousness to store; also gives 
downward lighting on merchandise dis- 
played. MADE BY .. . Edwin F. Guth 
Co., St. Louis, Mo. 


patteries? 


flashlight outside - 


eed @ man 
oe electrical sales 





POCKET LIGHT 


STE one ——. .< 
7°. tee, 


fae 





FEATURES . . . Small, compact, light, 
easily carried in pocket or woman's 
purse. Suggested for use at theatre, 
finding right keys, etc. DETAILS . . 

Streamlined and finished in gold and 
black. Opens like cigarette case for easy 
replacement of batteries. MADE BY... 
National Carbon Co., New York. 


ORTHO-PLANE LIGHTING 





PM IOS HR 
FEATURES ... Based on principle used 


in optical engineering. Seven planes of 
light cross each other at different calcu- 
lated angles. Light is spread over area 
to be illuminated. DETAILS . . . Five 
feet long; 14 inches wide; 8 inches deep. 
Standard finish-brown crackle. Lights 
may be furnished with diffusing glass at 
$3.00 additional. MADE BY ... United 
Cinephone Corp., 43-47 33rd St., Long 
Island City, N. Y. 



















————— SURFACE WIRING SYSTEM 






































FEATURES . . . Wiring devices of shock 
and corrosion proof porcelain. Devices 
for use in surface wiring. DETAILS... 
Line now contains No. 660, single pole 
dead end switch; No. 661, single pole 
feed-thru switch; No. 663, three-way 
feed thru switch; No. 666, keyless re- 
ceptacle; No. 667 (illustrated) pull 
receptacle; No. 668, rosette; No. 669, 
junction box; No. 670 duplex conven- 
ience outlets.. Width of all devices 134” 
to permit mounting on 2x4 studs. Brown 
finish, Metal reinforcing back plate 
carries ground through device when 
armored cable is required. Rigid con- 
duit clamps fastening to metal back 
plate suitable for armored or non- 
metallic sheathed cable. MADE BY... 
Pass & Seymour, Inc., Solvay Station, 
Syracuse, N. Y. 





EXPOSURE METER 






































' 
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FEATURES ... For use over wide range 
of illumination levels. For taking either 
still or motion pictures. Furnished with 
hood to limit the angle of light received 
in order to approximate that of camera. 
Also can be used as light meter. An- 
other use is in developing and printing. 
DETAILS . . . Fully protected when folded 
up. Leather carrying case available. 
Lists at $19.50. MADE BY .. . General 
Electric Co., Schenectady. 


"PLUG-IN" STRIP 








FEATURES 
strip which provides outlets every six or 
18 inches. Available for installation 


around baseboards, as chair-rails, or 
mounting flush with wall. DETAILS... 


. « « Continuous self-wired 


66 










Shipped, ready to install, in one, three 
and six-foot lengths. Fastened through 
fastening holes. MADE BY .. . National 
Electric Products Corp., Pittsburgh. 


BROWN TAPE 












arse CLL T 














FEATURES . . . Addition to manufactur- 
er's line of black friction tape. Natural 
brown in color, practically the same 
color as the raw rubber used in the 
base of the tape. .Gives long time 
service. MADE BY ... The Plymouth 
Rubber Co.., Canton, Mass. 





RUBBER SOCKET SEAL 








FEATURES . . . Seal of molded rubber 
fitting over open end of socket, so when 
lamp bulb is inserted union is fully pro- 
tected. Prevents dirt, chips, grindings, 
cutting oil from entering socket. Lamp 
end feather-edged so seal fits snugly 
around lamp bulb base. DETAILS ... 
Packed 25 to box. MADE BY ... The 
Fostoria Pressed Steel Corp., Fostoria, 
Ohio. 





LAMP GUARD 











FEATURES ... Improvement to maker's 
line of Protector "O" lamp guards. Con- 
sists of removable trap which may be 
attached to guards to give full pro- 
tection to bulb. Attachable without 
use of tools. Easily removed for renewal 








or cleaning of lamps. DETAILS . . 

No. 1429 (without trap) for brass shell 
sockets. No. 1432 (without trap) for 
weatherproof sockets. Same with trap 
are Nos. 1429-T and 1432-T. Trap alone 
is 2932. Shown is guard with trap in 
place. MADE BY . . . McGill Manu- 
facturing Co., Valparaiso, Ind. 





HALF-INCH DRILL 


























FEATURES . . . For all-purpose work on 
production lines, maintenance and con- 
struction work. DETAILS . .. Cross bar 
handles, together with end spade handle 
provide easy operation. Aluminum shell 
houses universal motor. Reduction gears 
heat-treated chrome molybdenum steel, 
ball-bearing mounted. 3-jaw geared 
Jacobs chuck accommodates up to !/2” 
straight shank drill bits. Catalogued 
as, No. 12-S. MADE BY .. . Sytron Co., 
Homer City, Pa. 





LUMINAIRE 




























































FEATURES . . . Bowl serves only as en- 
closure for Permaflector, not as reflector 
or distributor of light. Reflector finished 
in silvered glass. DETAILS .. . Diameter 
of Bowl, 20”. Standard suspension—top 
of bowl to ceiling, 30”—overall length, 
37/7.” . Finished in brushed aluminum 
with polished edges. Lists at $14.00. 
MADE BY ... Pittsburgh Reflector Co., 
Oliver Bldg., Pittsburgh. 
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Another New Lustrolier 
TO \W/JAN EK 8 YP DROWSY SALES 


THE NEW 
PERMAFLECTOR 
LUSTROLIER 





The N-591 Lustrolier is composed of 
two separate bowls which allow a spill 
of light over the bottom of the horizontal 
bowl as shown at the left. The B-591 
shown below is one complete bowl and 
is totally indirect. 










































A FEW USERS OF 
PERMAFLECTOR LIGHTING OUR lighting prospects demand today, more than ever, an out- 
standing sales proposition before they will buy. They insist that 
| Apartment Food Markets lighting fixtures be attractive, efficient, and low in price! 
Buildings Furniture Stores Th Pp fl L li N-591 h | 
Art Galleries Sasiieue e new Ferma ector ustrolier N-5 i presents another unusua 
- ' sales opportunity because it has been well-timed to fit the above needs of 
Automobile Dealers on awe present day markets. Your prospects who require decorative beauty 
Banks — will become enthusiastic customers when they see this new unit perform 
Beauty Shops weittd and hear of its low cost. 
Churches scieiaiaiatt Offices, restaurants and retail stores are only a few of the many 
Clothing Stores pn a potential buyers of the new Permaflector Lustrolier N-591. This large 
bin te oe ea market means ated 
“<0 wane saeaneties of sales and increased profits 
Department Stores Schools for you. . PITTS 8B URGH 
Five and Ten Cent Stock Exchanges Write or send the coupon 
Stores Theatres below for complete information REFLECTOR CO. 
| These people are YOUR prospects. on selling and installing the new 
— —— — Permaflector Lustrolier N-591. Pittsburgh Representatives 


























Pennsylvania in 28 Cities 





OLIVER BLDG., PITTSBURGH, PA. 
Please seud me without obligation your folder 


r 
| 

1 

1 

1 entitled “TWO NEW PERMAFLECTOR LUM- 
INAIRES” which gives complete data for sales 
I 

1 

1 

| 
Ten 


PER FLECTOR 


PERMAFLECTOR LUSTROLIERS * LUMINAIRES * SPOTLIGHTS * URNS 
FLOODLIGHTS . LAMPS / BUILT-IN CEILING UNITS . ACCESSORIES 





and installation. 





NAME... 
STREET... 
CITY 
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Where pilot-failure means 


danger or doubt... 


RECOMMEND 


THESE LONG-LIVED SIGNAL LAMPS 


It pays to recommend glow lamps 
for pilots, signals or indicators. In 
practically every branch of indus- 
try, where long life, economy of 
operation and continuous depend- 
ability are vital, glow lamps are 
used. 

Neon Glow Lamps have a useful 
life of 3,000 hours. Even more im- 
portant, they do not “wink out” 
suddenly and leave equipment 
unprotected. A gradual loss of 
light output gives a warning of 
necessary replacement. 

Glow lamps have no filaments 


% Watt, 115 Volts—T4% Bulb 
Supplied with Candelabra 
Screw Base Only 


1 Watt, 115 Volts—G10 Bulb 


and are highly resistant to vibra- 
tion and shock. They operate by 
cold-cathode electronic discharge, 
with the characteristic orange-red 
color of neon light sources. Energy 
consumption is negligible—from 
1% to 3 watts. They are available 
in a range of sizes and types 
adaptable to every need. 

Write for complete information 
about the line . . . you will find 
glow lamps profitable to handle 
... General Electric Vapor Lamp 
Company, 891 Adams Street, 
Hoboken, New Jersey. 


2 Watt, 115 Volts—S14 Bulb. 
Finish—Clear, Sprayed 
Red or Yellow 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 
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TIME SWITCH 








FEATURES . . . Synchronous; self-start- 
ing, self-oiling. Mercury Vapor tube is 
of non-sparking variety. No switch 
points; no radio interference. DETAILS 

. . Dust proof or weather proof cases 
available. Hand wound, powered by 
eight-day movement which operates spur- 
gear train. Movement may be removed 
for cleaning by loosening four screws. 
Door is side hinged. Approved by 
Underwriters. MADE BY ... The M-L 
Time Switch Div., Diebold Safe & Lock 
Co., Canton, Ohio. 





SIGN REFLECTOR 


FEATURES Angle-hood, vertical 
socket construction permits direct lamp 
service from ground. Provides straight 
line light cut off at top which materially 
reduces light spillage, scallops and 
shadows. DETAILS ... Uses 75 to 159 
watt lamps. Reflector removed by loos- 
hood. Reflector 
made of seamless 
pressed steel; porcelain enamel finish, 
white inside, green outside. Hoods are 
of cast iron, electro-plated, tapped for 
V2 or %4” conduit. Wire lamp guards 
available. MADE BY .. . Benjamin 
Electric Mfg. Co., DesPlaines, Ill. 


ening two screws in 
elliptical in shape; 





NO MORE BEADED 
CONTACTS JOE ! WITH 

THOSE DIAMOND 
POINTED JAWS AND 
“DE-ION’GRIDS 














In the past, arcs have been broken by “‘stretching.”’ 
The “De-ion’”’ quencher confines, divides and ex- 
tinguishes arcs instantly — obviously preventing 
concentration of burning heat on contacts or 
arc barriers. 
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YER AND THAT 
ONE-PIECE COPPER 
KEEPS ‘EM AS 
COOLAS A 
CUCUMBER , TOO 


“DE-ION” GRIDS QUENCH DESTRUCTIVE ARCS 


You don’t have to worry about destructive flashovers or burned 
contacts when you install Westinghouse Safety Switches equip- 
ped with “De-ion” arc quenchers. The “De-ion” feature on all 
Westinghouse 575 and 600-volt switches gives positive protec- 
tion by quenching arcs so fast that they can do no damage. 

And years of trouble-free service are assured by these added 
Westinghouse features: Diamond pointed jaws and extended 
blades confine beading to points outside the contact areas — 
one-piece copper parts eliminate loose connections and keep 
contacts cool and tight. 

All commercial types and ratings — call your local: 


Electrical Wholesaler Electrical Contractor 
Motor Dealer Industrial Agent 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO., EAST PITTSBURGH, PA. 


j-20517 
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Factory Warehouses \ ) rua 
0 Sales Offices = ery 






SERVICE 
is close at hand - 


From St. Louis to strategic points—north— 
south—east—west—Killark Warehouses reach 
out to serve wholesalers everywhere. Because of 
this service set-up, Wholesalers will find it easy 
to get supplies of Killark Fittings quickly so 
that all orders can be promptly filled. 


14 Major Distributing Centers 


So tremendous has been the endorsement and 
approval given Killark Fittings that it has 
been necessary for us to construct a new, larger 
building—the most modern fittings plant in 
America—in order to more adequately supply 
the great demand for our quality products. 
Fourteen well located cities from coast to coast 
carry full factory stocks of Killark Fittings—no 
delay no matter where you are situated. These 
factory distributors have been chosen because 
of financial stability and the reputation they have 
established in their adjacent territories. They 
are ready and willing to endorse and recom- 
mend fittings carrying the “K” trade mark. 
Carry a supply of Killark Fittings for more 
profitable business. 


KILLARK ELECTRIC MANUFACTURING CO. 


Vandeventer and Easton Avenues 
St. Louis, Missouri 


This catalog is FREE 
Send for your copy 


Our comprehensive catalog 
of the Killark Line, con- 
taining prices, styles, and 
sizes is ready—write for 
your copy today! 








———— EXPLOSION-PROOF FITTINGS 





FEATURES .. . Type GESMU is a roomy 
junction box with a |” center union hub, 
five threaded upper hubs and the lower 
hubs are all of the union type. DETAILS 
. . « Furnished with four close-up plugs. 
Designed especially for wiring gasoline 
pumps. MADE BY ... Killark Electric 
Mfg. Co., St. Louis. 


LOCK TIGHT LUG 


” 


ed 





ave 

i on gh 
ek. ee 
I ox 


FEATURES . . . Fits any kind of cable— 
solid, stranded, flexible or hemp-core. 
Seven sizes fit all cables from No. 4 
through 1,000,000 C.M. DETAILS . . . 
Easily installed with key wrench. Of 
one-piece cast bronze design. Holds 
tight. MADE BY ... The Thomas & 
Betts Co., 36 Butler St., Elizabeth, N. J. 


——MILL DUTY SAFETY SWITCH 


FEATURES .. . Window in cover to make 
inspection of blades possible from out- 
side. Window is 
three - sixteenth 
inch shatter- 
proof glass, held 
in place from in- 
side. Sponge 
rubber gasket 
cushions glass. 
DETAILS... 
Available in 
standard sizes 
from 30 to 1200- 
amperes up to 
600 volts, fusible and non-fusible. Pres- 
sure type fuse clamp; non-current carry- 
ing hinge posts; double-break air blank- 
eted contacts; unit pole construction and 
interlocking cover with key release and 
provision for padlocking. Bulletin 410!. 
MADE BY ... Cutler-Hammer, Inc., 12th 
& St. Paul Sts., Milwaukee. 
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kK LEIN Pliers are the accepted stand- 

rd of quality in the public utility 
field—with good electricians everywhere. 
Klein’s are hammer forged from special 
alloy tool steel, individually tempered, 
fitted, adjusted and tested. There is no 
other plier made the way Klein’s are made 
—no other plier is tested the way Klein’s 
are tested. 





In comparison with modern mass produc- 
tion methods. Klein’s individual treatment 
might be considered extravagant. How- 
ever, a plier of Klein’s quality cannot be 
produced except the Klein way. Widely 
imitated but never equalled. Insist on the 
genuine. Look for the Klein trade mark 
—‘‘since 1857.” 


athias & Sons 
Established 185/ 


3200 BELMONT AVENUE 
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QUAD Duplex 


Dome Reflector _ il- 
luminates upper walls 
and ceilings with dif- 
fused light and de- 
livers direct light 
downward, 
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A Complete Line Of 
MOTOR CONTROLS 


SELL MORE 


@ There's a Quad Reflector 
suitable for every lighting 
need—Dome Reflectors of 
every size and type, Bowl, 
Cone, and Angle Re- 
flectors, Vapor Proof, Ruby 
Lens, and Post Top Re- 
flectors, also Reflectors for 
Mercury Vapor Lamps, 
Multiple Mounting Flood 
Lights, Bracketlites, Ceiling 
and Commercial Units, 
Swivel Steel Pendants, and 
a full line of reflector 
fittings. 


The QUAD Catalog pocket 
size is invaluable. Write 
today for Free Copy. 


QUADRANGLE 
MANUFACTURING CO. 


32 S. PEORIA ST. 
CHICAGO, ILL. 


CABLE RIPPER 























made by a recognized control 
manufacturer, priced in line with 
the industry and carrying the repu- 
tation of dependable operation. 
The Ward Leonard Motor Con- 
trols have everything that the 
wholesaler can wish for to make 
i a desirable line for him to 
sell. 


WARD LEONARD 


ELECTRIC COMPANY | 


30 South Street, Mount Vernon, N. Y. | 
Electric Control Devices Since 1892 | 





i 


FEATURES . . . Rips cable with single 
motion without danger of cutting wires. 
Ripper squeezed onto cable and pulled. 
Suggested for use on non-metallic 
sheathed duplex cable. Can be used 
for ripping outer sheathing of other 
cords where outside diameter is 3g” or 
smaller. DETAILS . . . Cutting point 
case hardened. MADE BY .. . Ideal 
Commutator Dresser Co., 1047 Park, 
Sycamore, Ill. 


CORD CONNECTOR 





— 


| 


4 





FEATURES . . . Made of brown Bakelite; 
sturdy "Twist-Lock" blades on cap; slots 
in connector body polarized, will ac- 
comodate either polarized or non-polar- 
ized caps; furnished with or without 
“cord grips which are cadmium finished 
to resist corrosion; ample wiring facili- 
ties. DETAILS . .. Designed for use with 
portable appliances requiring small sized 
cord connector. Two sizes: 10 amp., 
250 volts; 15 amp., 125 volts. Packed 
50 in standard package. MADE BY 
. . . Harvey Hubbell, Inc., Bridgeport, 
Conn. 


CRANE-HOIST CONTROL 





FEATURES .. . D.C. control which makes 
use of rocker-bearing connectors and 
magnetic-time relays. High lowering 
speeds, speed regulation, protects motor 
and brake from abuse. Regenerative 
braking obtained for any load re- 
quiring 30 per cent or greater braking 
effort. DETAILS ... Dynamic braking in 
case of solenoid brake failure. Mag- 
netic-time relays employed to control 
acceleration in hoisting and lowering. 
Accelerating and decelerating relays in- 
dependently adjustable. MADE BY... 
General Electric Co., Schenectady. 
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Tria Frees: +: 


THERMAL TYPE 


Again @ scores with a new product that’s different—the 
@® Thermal Type AC Circuit Breaker that operates with the 
same ease as an ordinary tumbler switch... . It is trip free 
—non-closeable on overloads and short circuits. 


There are two distinct advantages incorporated in this 
newest, exclusive ( development: 


(1) Itassures automatic, positive protection against 
short circuits or sustained overloads. 

(2) It is designed with the proper time lag charac- 
teristics that prevent needless circuit interrup- 
tions when momentary overloads occur. 


The New @ AC Circuit Breaker is specially adapted to range 
and service equipment protection —and light and appliance 
branch circuit panelboards, up to 40 circuits. . . . It is small 
and compact—completely enclosed in a Bakelite housing 
— attractively designed — neat in appearance. 


For 125 volt AC service. . . . Capacities, 5 to 50 amperes. 
... Write for full details. 
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CIRCUIT 
BREAKER 


AUTOMATIC TRIP 
AUTOMATIC RESET 


When an overload or short circuit 
occurs the @ Circuit Breaker is auto- 
matically tripped—the tripping action 
automatically causing the handle to 
move to the “OFF’’ position. . . . With 
the same action, the thermal element 
of the breaker is automatically reset 
—which means that it is only neces- 
sary to return the handle to the ““ON”’ 
position to restore service. 


Frank Adam 


ELECTRIC COMPANY 


ST. LOUIS 








NEWS 


NAMES 
apn FACES 





Kubec Going Strong 

On Silver Anniversary 

This year, Kubec Electric Co., Chi- 

cago, is celebrating its 25th anniversary. 

One of the oldest independent whole- 

salers in the midwest, the company has 

come right along under the able man- 

agement of August Kubec. 

Located at 630 W. Jackson Blvd., the 

firm uses three floors to stock its com- 
plete line of supplies and appliances. 


Electric Supply, Tulsa, 
Celebrates 25th Anniversary 


Electric Supply Co., Tulsa, is receiv- 
ing the glad hand this year upon the 
completion of 25 years in the wholesal- 
ing game. Just as deserving of con- 
gratulations is the fact that the company 
has been under the same management 
all this time. R. C. Stueve is president 
and manager of the firm; R. E. New- 
house is secretary-treasurer. 


Lighting Association 
Gets Going In New York 


The Wholesale Lighting Fixture 
Manufacturers Association has been 
founded in New York City. Isadore 


Rosenblatt, Jacob Bern, Charles Lehr- 
man, Samuel Perla and Max Held will 
direct activities until the first annual 
meeting is held. 


Time Out For 
Inventory And Conferences 


Inventory-taking and sales confer- 
ences received proper recognition from 
several San Francisco wholesalers. Ex- 
cept Wesco, whose fiscal year ends 
September 30, they were closed for one 
or more days during the Holiday Sea- 
son. Graybar and Wesco held their 
sales meetings on January 6, 7 and 8. 


74 


The General Electric Supply boys got 
together on the 12th and 13th. The 
salesmen of the Electric Corp. met on 
the 27th. Incandescent Supply split its 
meeting into two parts. One was held 
immediately after Christmas and part 
two was held in mid-January. 


Denver Holds Show 
At Shirley-Savoy Hotel 


A short time ago, 11,000 Denverites 
visited Denver’s Electrical Exposition 
to learn of the latest developments in 
the electrical field. The show was 
sponsored by the Rocky Mountain Elec- 
trical League. Directing the Jubilee 
was Guy W. Faler. This was his final 
official act as president of the League. 
He has heen succeeded by J. H. 
Jacobucci. 


Chase Brass To Sell 
Steele & Johnson Lamps 


The specialty sales division of the 
Chase Brass & Copper Co. is now re- 
sponsible for the sale of Steel & John- 
son lamps. Since 1935, the lamps have 
been designed and manufactured by 
Chase, but heretofore the firm hasn’t 
handled the job of getting the product 
to the trade. Arthur J. Horgan directs 
sales activities. 


New Jobs For 
Chandonnet, Maxwell And Foy 
A. T. Chandonnet, who has_ been 


secretary of the manufacturing com- 
mittee at General Electric’s Schenectady 
plant, has been promoted to assistant 
manager of Elmira Foundry Co., Inc., 
an affiliated company. His former posi- 
tion has been taken over by Giles 5S. 
Maxwell, who has been supervisor of 
costs. That job, in turn, is now the re- 
sponsibility of Thomas D. Foy. 
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THE OLD MAESTRO. Johnnie Glover 
used to be a cow puncher in the Texas 
Panhandle. Now he rides the ranges 
in Louisiana for the Interstate Electric 
Co. He hustles major appliances and 
does a good job with those bad 
hombres in the utility and dealer fields. 





BIG GUNS of General Electric enjoy a 
chat and chuckle. Yes, that's Gerard 
Swope in the center. On his right is 
his assistant, Philip D. Reed, and the 
husky gentleman at his left is Charles 
E. Wilson, new executive vice president. 





WITH HANDS in his pockets Noah Cole- 
man was prepared for the worst, but 


all turned out well. Coleman is head 


man of the Coleman Electric Co.. 
Allentown, Pa. 








| The Name APPLETON 


Insures Wiring Satisfaction 


And Makes Easier Selling For You 


@Through years of practical experience in the electrical 


field, Appleton engineers have developed the most eco- 
Type “FSC” Unilet 


nomical, convenient and long-wearing type of fittings that 
can be produced. There is an Appleton Unilet and Con- 


duit Fitting that will meet every wiring requirement. Their 


Connector for e ° ° ° ° 
Electrical Metallic construction and design insures a quick and economical 
Tubing 


finished job, saving valuable time and money. The name 


Appleton on a fitting insures complete satisfaction. Write 


for illustrated catalogs and bulletins on the complete line 


of Appleton Unilets and Conduit Fittings. 


APPLETON ELECTRIC COMPANY 


1734 WELLINGTON AVENUE CHICAGO, U. S. A. 


New YorK—76 Ninth Avenue DETROIT — 7310 Woodward Avenue 
| llr yam 0 —655 Minna $ Sr. L 420 Frisco Buildi 
Explosion Proof SAN FRANCISCO—655 Minna Street T. Louis — 420 Frisco Building 

Unilet Los ANGELES— 340 Azusa Street ATLANTA — 203 Luckie St., N. W. 
CLEVELAND — 214 Hippodrome Bldg. 


APPLETON UNILETS 


Reg. U. S. Pat. Off 


and CONDUIT FITTINGS 


TAN DARD F R 
OCR—31-in. Ss o So FF £ & WIRING 


Concrete Box 


Ez. PA | \ am 
Yd) eS 
Pa she rr 
Coupling for 


Electrical Metallic Locknuts and Connector for ~ 
Tubing Type "H” Unilet Bushings Armored Conductors 4-in. Oct. Outlet Box 


Type "C”—Form 35 Type “LB” — Form 35 Type "C”— Threaded Type"LL”— No -Thread 
Unilet Unilet Rect. Unilet Rect. Unilet 
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CARRYING THE GOSPEL. Art Schanuel (left) and Andy Tait are the new field 
men for the National Adequate Wiring Bureau. They are already out doing the 
big towns, helping organize the big campaign locally. Schanuel hails from 
St. Louis, where in cooperation with dealers, distributors and the power com- 


pany, he directed appliance campaigns. 
Seal Program sponsored by the Electrical League of the Niagara Frontier. 


Tait has been identified with the Red 
He 


also worked hard on the Five-Star home program of the Buffalo-Niagara Electric 


Corp. They’re doing a job. 


Nelson Organizes 
Baltimore Firm 


J. Arthur Nelson has withdrawn from 


partnership in the Baltimore Gas Light 


Co. to form his own company. His 
former associates: Clayton N. Triplett, 
Alfred G. Triplett and Clayton N. 


Triplett, Jr., have assumed his interest 
and will continue the company under 
the same name. 

Nelson has founded Nelson & Com- 
pany at 32 Light St., Baltimore, for the 
wholesaling of supplies, small and major 
appliances, lamps and fixtures. 


Baitinger Celebrates 
15th Year With Party 


On the evening of February 5th, Mr. 
and Mrs. Henry Baitinger knew some- 
thing was in the air when they were 
told to go to one of New York’s night 
spots—the International Casino—about 
8 :30. 

When 


they arrived they saw the 


Steel's 25th Anniversary. 


familiar faces of the employees of the 
Baitinger Electric Co. It was a party 
all right. The employees staged it to 
celebrate the 15th anniversary of the 
firm’s founding. When the company 
came into existence back in ’23, Henry 
Baitinger and his wife carried on all 
duties, ably assisted by an errand boy. 
By the end of the year, six other em- 
ployees were added. 

Today, 50 people are on the payroll 
and each contributes his bit towards 
getting that million dollar annual vol- 
ume. The present officers are: Henry 
J. Baitinger, president afd treasurer; 
George H. Jungen, vice president and 
E. O. Baitinger, secretary. 


Downing Named 
By Essex League 


For the next year, R. F. Downing 
of E. B. Latham & Co., Newark, N. J., 
will head the Essex Electrical League. 
Les Phillips of Westinghouse Supply 


THE FLAG GOES UP. And it flies from a new pole presented to the All-Steel 
Equip Co. by members of the A-S-E Athletic Association. 


It commemmorates All- 


Allan L. Schoeberlein, president of the club, was 


master of ceremonies at the flag-raising and introduced Congressman Chauncey 
John Knell, president, accepted the gift. 


W. Reed, the main speaker. 








was elected vice president; Ben Golden 
of the Eastern Electrical Supply Co. 
will handle the cash and James Staple 
ton was re-elected secretary. 

Al Rei!ly was named chairman of the 
wholesalers’ group; Lee Williams of 
the specialty distributors group; Earl 
C, Pullen, of the radio group; H. Sachs, 
of the maintenance group; H. Edgel, of 
the manufacturers’ group and E, J. 
White of the contractors’ group. 


Larger Building 
For Lappin Electric 


The Lappin Electric Co., Milwaukee, 
has moved to a four-story concrete 
building at 1022 N. Fifth St. They 
were formerly located at 612 N. Broad- 
way. In the new location, the firm has 
30,000 square feet of floor space and 
ample parking. The building was com- 
pletely remodeled. 








WHAT'S THIS? Nothing too serious— 
but Esther Getz and L. C. Haines enjoy 
it all while the camera clicks and the 


bulb flashes. They‘re with Coleman 
Electric, Allentown, Pa. 





Day-Brite Reflector— 
Daybrite Lighting, Inc. 


No longer is there a Day-Brite Re- 
flector Co. From now on that St. Louis 
firm will be called Daybrite Lighting, 
Inc. The company continues to be lo- 
cated at 5401 Bulwer Ave. The name 
change was made to conform more 
closely with the type of equipment they 
manufacture. 


Midwest Staff 
Meets With Abbott 


Last month, Stanley N. Abbott, gen- 
eral sales manager, Hygrade lamp di- 
vision of the Hygrade Sylvania Corp., 
met with his midwest sales force at 
Chicago’s Bismarck Hotel. Conferring 
with Abbott were: J. H. Hurley, A. S. 
Downs, A. C. Jones, J. R. McGinnis, 
R. W. Metzner, W. H. Murphy, and 
C. J. Waddell. The boys are optimistic 
about the future, upped their quotas. 
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Private Interior Fr 
Telephone Systems 


@ If you are not now selling Automatic Electric private 
telephone systems—recommending them for use in offices, shops, factories, homes— 
then you are missing some very profitable business. Here are some of the reasons: 


1.—Business has become communication conscious, because better communication 
lowers costs. 


2.—The market is as big as business itself. 
3.—Private telephone equipment belongs definitely in your field. 
4.—The profits are attractive. 


Automatic Electric, for over 40 years manufacturers of both public and 
private telephone equipment, offers many types of private interior systems. This 
line includes the simple and inexpensive two station outfit which works on dry 


cells, the nationally advertised P-A-X (Private Automatic Exchange) for the big job, 
and a wide variety of “in-between” types. 


The systems shown below are typical. Our field representative will be glad 
to supply literature, prices and discounts, as well as work with you on specific jobs. 


INTERCOMS EIT Tray AUTO-COMS 


Common-talking, _ selec- “ Deluxe intercom.  sys- 


tive-ringing systems in a , tems, providing selective 
capacities of two to talking and — selective 
eleven stations. Beauti- ~ ° “a signaling service for a 

<> maximum of ten. sta- 
tions, and up to five con- 
nections at one time. No 
automatic switchboard 
needed. 


fully designed, and dur- 
ably constructed for 
long faithful service. 


SERV-U-FONES & ‘Cn P-A-X's 


Attractively priced com- % wis kes =| Private Automatic Ex- 
mon-talking systems in SE eon eS j change systems, avail. 
capacities of two to ten : pr 4, j = ; able in all span. 

a : . Use standard automatic 
telephones and _ provide 
, for a variety of special 
stall. Dry cell operated. 2 ' communication services. 


stations. Conveniently 
packaged, simple to in- 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 
Sales and Service Offices in Principal Cities. In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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Pacific, NEWA, 
Meets at Del Monte 


Increased cost of doing business, the 
effect of various regulatory laws and 
a survey of 1938 markets occupied the 
attention of wholesalers at the annual 
meeting of the Pacific Division of 
NEWA at Del Monte, Cal., February 
3-5. Henry I. England, president, Gil- 
son Electrical Supply Co., Oakland, 
was elected chairman for the next year. 

Bon Clark, president of Westing- 
house Electric Supply Co., said manu- 
facturers have an obligation to study 
margins in the light of increasing costs 
of doing business. Citing his own com- 
pany as typical, he pointed out that 
average margin has decreased 
from 15.1 to 14.5 per cent during the 
past four years despite demands from 
manufacturers that wholesalers assume 
added functions. 

R. E. Fisher, P. G. & E. vice presi- 
dent, presented a summary for 14 power 
companies which showed 1938 promo- 
tional expenditures set for $3,625,122, 
with additional budgeted newspaper ad- 
vertising totaling $1,148,829. These 
utilities expect to add 63,901 domestic 
customers during ’38. 

Proposed activities of the Electrical 
Development League of Southern Cali- 
fornia were described by Ross Hartley, 
president. Developments in the Bon- 
neville situation were covered by Lewis 
A. McArthur, vice president of the 
Pacific Power & Light Co. and latest 
phases of legislation affecting busi- 
ness operation were reviewed by S. D. 
Elliott, assistant professor of law, Uni- 
versity of California. 


gross 


Philadelphia Dealers 
Complete Lamp Drive 


The figures are now in on the lamp 
job done by the dealers of Philadelphia 
and surrounding counties during the 
fall campaign. During two months the 
retailers sold 3,096,209 lamps, with a 
retail value of $495,783.83. These 
figures do not include sales by the 





utility, nor sales to the City of Phila- 
delphia, schools or similar institutions. 
The drive was sponsored by the Elec- 
trical Association of Philadelphia, with 
the cooperation of Hygrade Sylvania, 
Westinghouse, General Electric and 
distributor members. 

A total of $2000 was awarded to prize 
winning dealers and $515 to wholesal- 


ers’ salesmen for outstanding efforts 
and achievement in conjunction with 


the contest. 


Blue Sky For 
Lake Erie Hardware 


During 1937, the electrical depart- 
ment of The Lake Erie Hardware Co., 
Cleveland, showed a good increase, so 
the company is expanding the depart- 
ment to handle the increased business. 
In line with this trend, the new cata- 
logue devotes additional space to elec- 
trical items. 


O. Z. Electric 
In New Plant 


The O. Z. Electrical Mfg. Co. re- 
cently moved to a completely modern- 
ized factory at 262 Bond St., Brooklyn, 
N. Y. The three-story building con- 
tains 10,000 square feet of floor space. 
The president, M. J. Caferio, will soon 
announce a new line of solderless con- 


nectors, also a pothead terminator. 
Happy Birthday To 
McCarthy Bros & Ford 
Last month, 125 members of Mc- 


Carthy Bros. & Ford, Buffalo, sat down 
to a fancy banquet at the Hotel Statler 
to celebrate the 40th anniversary of 
the founding of the firm. It was back 
on February 1, 1898, that the company 
was founded for the manufacture and 
sale of electrical products. 

Reviewing the growth and progress 
of the company, Karr Parker, presi- 
dent, gave the happy message that the 


GLASS BRICKS and all the other new wrinkles in building materials, have been 
built into the new home of the Killark Electric Mfg. Co., St. Louis. 
on the site of Killark’s original building at 3940 Easton Ave. 
different fittings are rolling off the production lines. 


It is located 
These days 1500 











LIGHTING MAN MAKES CHANGE. 
R. N. Green is now with The Fostoria 
Pressed Steel Corp. specializing on the 
sale and promotion of the company’s 


Localite units. Before joining Fostoria, 


Green had charge of sales for The 
Abolite Reflector Co. 
volume of business handled in 1937 
was the greatest in history. Guest 


J. Pace and J. J. 
Jackson of Pittsburgh, and R. L. Kim- 
ber of Buffalo, all with Westinghouse 
Elec. & Mfg. Co. 

During the evening, the spotlight 
swung on members of the company’s 
Quarter Century Club—John T. Beck- 
man, J. J. Behringer, J. W. Churchill, 
M. J. Diebolt, W. J. Egloff, L. J. Miller, 
J. A. Munhall, Edwin Pepp, Charles 
H. Schillinger and R. W. Wallenhorst. 


speakers included T. J. 


Co-op Insures ‘Em 


Co-op Electric Supply Co., Chicago, 
has recently taken out insurance for 
the protection of 51 employees. Each 
of the latter is eligible to coverage from 
$500 to $2500, according to age. A 
Prudential man did the selling job. 
Premiums will be shared by both em- 
ployees and the company. 


Triangle Increases 
]. J. Slater's Territory 


J. J. Slater, manufacturers’ agent of 
Boston, and representative for Triangle 
Conduit & Cable Co., during the past 
ten years, has taken over a larger ter- 
ritory for Triangle. He now has New 
York state from Poughkeepsie north 
and the cities of Sayre, Erie, Warren 
and Bradford in Pennsylvania. “Jim” 
Slater is well known to the electrical 
industry, especially in the New England 
territory where he started with Wet- 
more-Savage 25 years ago. Richard 
Savage has been added to Slater’s sales 
force and will devote most of his time 
to the new territory. 
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TO MEET THE 
DEMANDS OF 
THE ELECTRICAL 
STANDARD 


PEMOnA 
Fett i bee OH 


G-E WIRING MATERIALS 


The electrical standard is going places 
and changing living and working con- 
ditions for millions of people. What a 
vast market it opens to those who sell 
electrical equipment, wiring and allied 
products! 

The 22,000,000 homes that are under- 
wired—the thousands of office buildings 
and stores that need wiring adequacy — 
not te mention the factories that have 
obsolete wiring, comprise fields that are 
fertile for sales planting and profit. 


To meet the demands of the electrical 
standard, sell G-E Wiring Materials. G-E 
Conduit Products, Wire and Cable and 
Wiring Devices are made to be used 
together for efficiency and economy of 
operation. They are quality materials 
that give enduring service. 

For information and service on the 
G-E Wiring Materials line, write to 
Section CDW-8643, Appliance and Mer- 
chandise Department, General Electric 
Company, Bridgeport, Connecticut. 


GENERAL @ ELECTRIC 





F eat ft Poor 144 


‘Ea 
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You're sure 


Dependable 


if it’s a PENN-UNION conduc- 
tor fitting— 


Every item carefully de- 
signed, and thoroughly tested. 


Never any question as to 
reliability of the connection— 
mechanically and electrically. 


That’s why the leading utility com- 
panies and 
“industrials” 
are PENN- 
UNION cus- 
tomers. 





































































































































The line is 
complete. 

Fittings for 
every type of 
electrical con- 
nection. 

Any combi- 
nation of tube, 
bar, cable and 


eclass 












® , teuk 
00000) oa 


Tor , 

, wire. 
i / Write for 
a yt catalog. 

_ 








Sold by leading jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 






You’ll find it in the complete line— 








UNION 

















| Conductor Fittings ‘ 











| Sears B. Condit, president, 


NEMA Meets 
In New York 


On the morning of February 7th, 
NEMA’s Winter Conference got un- 
der way at the Waldorf-Astoria 
Hotel, New York. The manufacturers 
wound up affairs on the 11th. The high- 
light of the meeting was the annual 
banquet when President D. Hayes 
Murphy presented engrossed certificates 
to six members who have devoted 50 or 
more years to the electrical industry. 

Recipients of the awards were: 
The Chase- 


Shawmut Co.; Edward R. Grier, chair- 


|man, The Arrow-Hart & Hegeman Co. ; 


Samuel L. Nicholson, assistant to vice 
president, Westinghouse Electric & 


Mfg. Co.; John H. Parker, president, 
Union Insulating Co.; Joseph Sachs, 


consulting engineer, Colt’s Patent Fire 
Arms Mfg. Co.; and Edward H. Snif- 


| fin, assistant to vice president, Westing- 





house Electric & Mfg. Co. 
Craven Electric 
Adds Bright Light 
Craven Electric Sales Co., Philadel- 


phia Manufacturers’ representatives, are 
now handling Bright Light Reflector 
Co’s. line of reflectors and floodlights 
in the Philadelphia area. 


W. H. Davie Heads 
Ben Franklin Club 


Will H. Davie of Allied Industries, 
Inc., Los Angeles, was elected presi- 
dent of the Ben Franklin Club at its 
recent meeting. S. P. Larsen of Hub- 
bard & Co., was voted first vice presi- 
dent; A. A. Schueler of the Square D 
Co., second vice president, and Graham 
Holabird of National Electric Products 
Corp., secretary-treasurer. The direc- 





tors are: N. L. Fowler, Benjamin Elec. 
Mfg. Co.; E. H. Bell, Associated Sales 
Engineers; H. D. Burns, Bryant Elec- 
tric Co.; I. R. Seltzer, Enger-Seltzer 
Co. and A. D. Von Norman, Trumbull 
Electric Mfg. Co. 


Signal Electric 
Enlarges Factory 


The Signal Electric Mfg. Co., Meno- 
minee, Mich., has completed an addition 
to its factory, which increases its floor 
space by 22,500 square feet. This is 
the second building enlargement that 
Signal has made in the last two years, 
to increase production and warehouse 
facilities. 


Congratulations 
To Graybar Vets 


During the last two months, 15 Gray- 
bar employees completed 20 or more 
years of service with the company, and 
now are proudly displaying service 
awards. Two Chicagoans lead the list 
in years of service. Jessie Kilcoyne 
completed her 35th year. Henry C. 
Olmstead, manager of lamps sales, 
looks back on 30 years of service. 


Three men rated 25-year emblems. 
They are: E. W. Cashman, service 
manager at New York; H. A. Lund, 
accountant, Minneapolis, and W. H. 
Johnson, telephone specialist at San 
Francisco. In the 20-year class are: 
L. E. Burford, Norfolk and W. L. Hall, 


Allentown, both 
White assistant 


managers; W. D. 
manager at Dallas; 
C. B. Reis, St. Louis, hearing special- 
ist; two salesmen, P. A. Mayr, Boston, 
and H. H. Hobson, Richmond; C. 
Vogt, Brooklyn service supervisor; 
E. F. Doiseau, Los Angeles service 
clerk; Walter Resch, selector and Mary 
J. Higgins, secretary, at Seattle. 








“You may go in now, Mr. 


THE WHOLESALER’S SALESMAN — March 1938 









Edwards.” 






1..2..5..4..5..6 


Remove the fuse, the end caps, and the link. Insert a new link, replace the 
end caps, and the fuse. THAT’S ALL, WITH A SHUR-LAG RENEWABLE 
FERRULE-TYPE FUSE, and you’re in circuit again. There are no costly shut- 


downs, with men and machinery idle. 


There is PLENTY OF ROOM to replace the link, and PLENTY to get it 
out. And in addition, SHUR-LAG links are of UNIFORM THICKNESS THROUGH- 
OUT THEIR LENGTH. When a link blows, you can still get it out instantly 


and easily. 


Minimum number of parts; sturdiest construction; easiest and speediest 
renewal; proper time-lag to prevent needless blowing, yet to forestall damage, 
immediate or cumulative. The utmost in economy, service and protection — and 
the price is no higher. 


§SHAWMUT<>SHUR-LAG 


RENEWABLE FUSES 


Approved by Underwriters’ Laboratories 


(Ohe CHASE-SHAWMUT COMPANY - NEWBURYPORT + MASSACHUSETTS 
Fuse makers since 1893 
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"An Omelet without Eggs—" 
SAID THE SAGE, 
































is like Electrical Wholesaling 
Without Paine Products” 


For more than 25 years, leading architects and con- 
tractors have specified Paine builder's anchoring 
devices. The new profusely illustrated Paine Cata- 
log shows them in full detail, with no question left 
unanswered. Each Paine Product is engineered to 
do the specified job best and with greatest econ- 
omy. You need this catalog in your business. 


Send for the NEW PAINE CATALOG today 


Toggle Bolts 
Lead Anchors 
Steel Anchors 
Sectional 
Switch Boxes 
Loom Clamps 


Cable and 


Conduit Clamps 


THE PAINE company 


Pipe Hooks 
Hanger and 
Ring Bolts 
BX Staples 
Pipe Straps 
Romex Straps 
Flat End 
Lag Screws 


Combination 


Pipe Hangers 


Star Drills 
Perforated 


Hanger lron— 
and many other 
items of interest 


to you 


See the 1938 Sweets 
Catalog for Paine 
Catalog, Section 


Lowest Prices im- 
mediate shipment 
and highest quality 
guaranteed. 


Dept. 583, 2947 Carroll Ave., CHICAGO 
East Office, 79 Barclay St., NEW YORK 

















Just off the press! 


DIRECTORY OF 
ELECTRICAL WHOLESALERS 


100% Revised 





THE WHOLESALER’S SALESMAN 


Every man having any contact or 


wholesalers should have a copy. 





e 330 W. 42 ST., NEW YORK 


This directory provides sales managers, advertising managers 
and particularly field salesmen of electrical manufacturers 
with vitally important information on wholesalers’ operations. 
relations with 
It will save no end of “sales 
time” and answer day-to-day questions on problems of keep- 
ing the distributor picture up-to-date. 
Additional Copies—$7.50 each. 


Single 


Order your copies today. 





electrical 


Copy—$15.00, 























| these days 
| house of Sager 
| Fred Lammond, of the 





MEN ON 








THE MOVE 


Howard Worley is now pushing the 
products of Oliver Iron and Steel Corp. 


Before joining Oliver Iron, Howard 


sold for Hubbard and Co. 


* 






Art Autenreith is now selling Brook- 
lyn customers for Metropolitan Elec- 
trical Distributors, Inc., New York. Al 
Doniger has also joined the sales ranks 
and is covering the west side of Man- 


hattan. 
* 


George Norman is getting a bit closer 
to England, the land of his birth. He 
has been appointed chief engineer of 
Aerovox Canada Ltd. Since 1935 he has 
been with the American company at 


Brooklyn. 
* 


Bob Devitt specializes on radio sales 
for the Brockton, Mass., 
Electrical Supply Co. 
same branch, 


| is pushing all lines. 





| 


* 


That Los Angeles booster, Roy Ham- 
merstrom, is now selling for the West- 
inghouse Electric Supply Co. He for- 
merly worked for Myers’ Electric 
Supply Corp. of 


Supply Co. and G. E. 
that town. 


* 


Two more hustlers, A. A. Auerbach 
and M. P. Danker, have joined the sales 


crew of G. E. Supply Corp., Chicago. 
Auerbach handles major appliances in 
the loop and Danker covers the south 
side, succeeding F. Kowal, who was 
moved to the Hammond, Ind. branch. 
























WEST COASTER. Well known to the 
trade of the western states through his 
many years with Burgess Battery, V. T. 
Rupp is now stepping out on his own. 


He became a manufacturers’ agent 
early in the year and headquarters at 
1101 W. Olympic Blvd., Los Angeles. 
Of course one of his lines is Burgess. 
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CALL ON “MERCURYS”... 





When you’re faced with the problem of proving that a truly modern 

lighting system can pay its way in improved productive efficiency 
Se oreo and higher employee morale, that’s the time to call on mercury light- 
is 40 to 80% ing with General Electric Type H, high-efficiency lamps. » » » By 


more efficient se ° ° 
(in lumens light specifying Mercurys you can offer higher light output for the same 
peal velba 9 energy costs ordinary lighting would require. With this saving in 
ablelightsources. view, you can engineer a lighting system that meets the needs of 


modern production standards on every count: A high illumination 





The General 
Electric auto- 
transformer has 
been designed 
specifically for 
use with the 
General Electric 
Mercury Lamp. 
Order this aux- 
iliary equipment 
fromthe General 
Electric Vapor 
Lamp Company. 








level, properly diffused and distributed, using the best wiring and 
auxiliary equipment. » » » Why not have the complete facts on 
Mercurys at your fingertips for your next industrial job? Write to 
either address below. 


GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. 
891 Adams Street, Hoboken, N. J. 


Incandescent Lamp Department 
Dept. 165, Nela Park, Cleveland, Ohio 
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ILSCO 


SOLDERLESS CONNECTOR 


NO SPECIAL TOOLS 
REQUIRED TO 
MAKE CONNECTION 


TLSCO solderless connec- 
tors eliminate need for 
special tools, thereby 
providing faster, perma- 
nent connections. Other 
ILSCO features: 






NO 
NO 


set-screw contact . . 
flattening or separat- 
ing of stranded wires 
limitation to one size 
wire... 


shearing effect what- 
soever... 


NO 


NO 


NO need for you to search any 
PERFECT Solderless Connector. . . 
Six Sizes Take Care of All Wires from No. 14 to 
1,000,000 C.M, 


longer for the 
WE HAVE 


T! 





FREE—A large display board bearing 
mounted samples of ILSCO lugs. Ad- 
dress Dept. EC 











ILSCO COPPER TUBE & PRODUCTS, INC. 


5629 Madison Road, Cincinnati, Ohio 














YOU CAN’T GO WRONG— 
if you ‘*RELY ON RELIANCE” 





A complete line of thoroughly 
dependable quality time switches 
with innumerable exclusive fea- 
tures, giving you more time switch 
sales opportunities. 


For 28 years the name of Reli- 
ance has stood for the best in the 
time switch field. A good line to 
handle because profits are not 
eaten up by expensive come-backs. 


Write for full information on 
this profitable line. 


RELIANCE AUTOMATIC LIGHTING CO. 


1911 Mead Street Racine, Wis. 








=F BL=== 

















































HEADS WESTINGHOUSE. George H. 


Bucher is the new president of the 
Westinghouse Electric & Mfg. Co., suc- 
ceeding Frank A. Merrick, who be- 
comes vice chairman. Mr. Bucher joined 
Westinghouse in 1909 as a mechanic 
in the assembly line at East Pittsburgh. 
He was successively a coil winder, 
transformer assembly man and motor 
generator tester. Later, he moved to 
the administrative staff and in ‘20 be- 
came assistant general manager of the 
Westinghouse International Co. A year 
later he was named general manager. 
In 1934 he was elected president. The 
following year he became vice presi- 
dent of the parent company. 





| George King has signed up with the 
| Kansas City branch of the American 





| Bureau. 
| with 


Electric Co. as specialty appliance sales 


manager. George was formerly with 
Stimpson Sales & Investment Co. 
* 


Harry W. Wittenburg is Los Angeles 
district manager for Sangamo Electric 
Co. 
han. 

* 


Sumer C. Rider has joined the New 
York promotional staff of G.E.’s Home 
For the past six years, he was 
the New York district publicity 
staff. Bernard F. Hennessey is also 
with the Bureau. Hennessy is a field 
representatives in the Atlanta territory. 


* 


| Don M. Chriss is now with the depart- 


ment store sales staff of Westinghouse, 
with headquarters at. Mansfield. For 
the past two years he has been electrical 


buyer for the Higbee Co., Cleveland. 
Before that he was with M. O’Neill 
Co., Akron, and the Moock Electric 


Supply Co., Canton. 
* 


J. W. Dunbar, formerly in charge of 
magazine advertising for General Elec- 
tric’s Incandescent Lamp Department, 
has been appointed assistant to C. H. 
Lang, advertising manager. He head- 
quarters at 570 Lexington Ave., New 
York. 





He succeeds the late J. G. Mona- 
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MEETINGS AHEAD 


Atlantic City—The National Fire Pro- 
tection Association is holding its meet- 
ing from May 9 to 13. 


Power Conference 
will be held April 13-15 at the La Salle 
Hotel. 


Chicago — Midwest 


Chicago — Engineering committees of 
EEI will gather at the Edgewater Beach 
Hotel from May 2 to 5. 


| Hot Springs, Va.—Members of the Na- 


tional Electrical Manufacturers Associa- 
tion are meeting at The Homestead 
from May 15 to 20. 


Hot Springs, Va.—The National Elec- 
trical Wholesalers Association is hold- 
ing its spring convention at The Home- 
stead from May 20 to 26. 


Hot Springs, Va.—The Westinghouse 
Agent-Jobbers’ Association is holding 
its meeting at The Homestead from 
May 27-31. 


St. Louis—Electrical Board of Trade is 
sponsoring exhibit of electrical equip- 
ment from April 4 to 6 at Municipal 
Auditorium. 

a 


Vancouver, B. C.—The Northwest Elec- 
tric Light & Power Association is meet- 
ing from April 20 to 23. 


OBITUARIES 


Henry H. Meyer 


Henry H. Meyer, secretary-treasurer 
of the Shepherd Electric Co., Inc., 
Baltimore, died suddenly on January 14 
from cerebral hemorrhage. Mr. Meyer 
was a native of Baltimore, born there 
January 14, 1892. He was associated 
with Shepherd Electric for the past five 
years. He was a director and secretary 
of the Mariners Savings and Loan 
Association, Inc., and a member of the 
Mount Vernon Lodge Masonic Order. 
He is survived by his wife, Sabina K. 
Meyer and his mother, Gesine Meyer. 


Charles E. Stahl 


Charles E. Stahl, president of the 
Arcturus Radio Tube Co., Newark, died 
of pneumonia late in January. He was 
54 years old. Mr. Stahl graduated with 
Phi Beta Kappa honors from North- 
western University. During his senior 
year he was track captain. 

He was with Arcturus from the date 
of its organization. For seven years 
he was general manager. At the time 


























Sticking to its job of providing 
permanent insulation wherever 
applied, SECURITY is the quality 
tape that lives up to its name. 
Not merely tacky, its adhesive 
compound is of the strong, rub- 
bery type that sticks and holds. 
That’s why “live wires’ depend 
on Security ... the quality tape. 


Tune in on: Ben Bernie, Columbia Broad- 
costing System, Wednesday Evenings, on 
the U.S. Rubber Royal Master Tire Program 
with an all-star cast. 9:30 E.S.T., 8:30C.S.T., 
7:30 M.S.T., 6:30 P.S.T. mp A “ 


United States Rubber Company SECURITY BEYOND PRICE 
AND = 














U.S. Rubber Products, Inc., New York, N. Y. 


ALSO U, S. ELECTRICAL WIRES AND CABLES, LINEMEN’S BLANKETS, SWITCHBOARD MATTING 
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of his death he had occupied the presi 
dency for four weeks. He is survived 
by his wife, his mother, and a daughter 


Charles W. Stone 


Charles W. Stone, 63, consulting en 
por eo gineer of the General Electric Co., died 
working ¥ - at his home in Schenectady February 3 
after an illness which had confined him 
for nine weeks. 

Upon graduation from the University 
of Kansas in 1894 he joined the Frank- 
lin Electric Co., Kansas City. Then he 
affiliated with the W. S. Hill Electric 
Co., New Bedford, Mass. and the Han- 
cock Equipment Co. of Boston. In 

1900 he joined the General Electric Co. 

ae Aa er saen Th + — was a 7 = rama 

yar Star Tungsten ON4 TOT asin he lone can nstitute ot lectrica : -ngineers, 

give better result © | a member of Beta Theta Pi and a life 
run”. member of the Navy League. 


“we've used Sto" 
we modern metal 





Star Hack Saw Blades have stood for quality and leader- 
ship since 1849. The first molybdenum steel blades were 
pioneered by the famous Star copper-finished "Moly." 
Now, new lithographed copyrighted boxes of metal are 
another Star achievement. 


You will make more profit by pushing Star Blades and Adequate Wiring 
talking about the new metal boxes. 
*HAND AND POWER — TUNGSTEN AND “MOLY” 


STAR HACK SAW BLADES __.. ; 
ing from now on. What can the 


CLEMSON BROS., INC. MIDDLETOWN, N. Y. ‘ — 
wholesaler’s salesman do about it: 


“PACKED IN MODERN METAL BOXES There are at least three things: 

1. Send to the National Adequate 
Wiring Bureau, 155 East 44th St., 
New York City, for a copy of “Pre- 
senting the National Adequate Wir- 
ing Program.” Know it, talk it, and 
sell it! 

2. Get local activity started in the 
towns you sell. If there is no local 
league, no committee formed, do it 
yourself. 





CONTINUED FROM PAGE 13 














Sau aa nie 3. See that the material supplied 


ine anit Aabeinitiin ties by Bureau headquarters is distrib- 
Box with No. 208 Recepta- | uted to the contractors in your ter- 
ar ee with 34” Flush | ritory. Ask contractors what they 
cane plate ‘a foe are going to do about this oppor- 
Brass Plug. tunity. Talk adequate wiring to 
every one of them. Show them the 
opportunity. Get them started. 

The wholesaler’s salesmen must 
Sell and install do the educational job on this pro 
LATROBE <—the cou | gram if it is to be done well. The 
power companies will be a driving 
force. But the contractor is the most 
important link in the chain. For it 
and industrial work. | is the contractor who will do most 
of the wiring, most of the contacting 





plete line for res- 


Tel-tatitel Med *lasluil-ladiel 


Catal t : 
No. 470 PIPE OR —— No. 285 DOUBLE with Mr. and Mrs. Consumer. He 


CONDUIT HANGER DUPLEX RECEPTACLE should do much of the advertising. 


Pipe support can be 


NOZZLE Tell them this is not just a bunch 


turned freely, permit- Ff; NY | ° 
ting pipe to run paral- The most attractive, of blarney for somebody else. It is 
lel, or at right angles to . compact and easy-to- | rs ; 

Sankn  Wtnenbeaten aaa install fitting on market. | | a real chance for contractors to do 
ing or use of straps. Shown in illustration . + 

Will accommodate sizes LATROBE 14 0 with No, 200 Cover something for themselves. Then help 


of %”, %” and 1” pipe Plate. . ° 
to steel-beams %” thick. them plan their campaigns and carr} 


them through! 
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HAVE YOUR AGENTS 
DISPLAY THESE 
SIGHT-SAVING SIZES 


75-100-150 Watt and 
MAZDA Three-Lite Lamps 











Housewives will notice a world of difference in 
seeing comfort when they use the right size 
MAZDA lamps in the right places. The pin-it- 
up lamp shown here takes either a 75 





or a 100-watt MAZDA lamp. 








Tell yout agents to 


TRY FEATURING G-E BULBS 
WITH HOUSECLEANING ITEMS 


GPaEns cleaning time is near- 

ly here. And millions of house- 
wives will soon buy new brooms, 
soap, Cleansers, floor wax, and 
other items for freshening their 
homes. That’s why it will pay your 
agents to feature combination dis- 
plays of G-E MAZDA lamps 
along with other items in their 
stores that customers need at 
cleaning time. 


Suggest that they tell customers 


how much fresher and brighter 
their homes will look if they re- 
place all burned-out and blacken- 
ed bulbs with bright, new G-E 
MAZDA lamps... the kind that 
Stay Brighter Longer. 

Urge your agents to display these 
lamps in their windows, on their 
counters, and in their stores along 
with related house cleaning items. 
General Electric Company, Dept. 
166, Nela Park, Cleveland, Ohio. 


GENERAL &@ ELECTRIC 
MAZDA LAMPS 
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FROM 
OTHER 


PAGES 


Don't Be A 
Hit-and-Run 


No g 
tnat he 


tory into an 


od salesman needs 
cannot possibly build a ter 
economic unit, profitable 
to himself and to company, if he 
works hit-and-run fashion. Sell- 
ing is essentially an educational process. 
While 
have developed their technique to such 
fine point that they can and often do 
close on first call, most products simply 
sold with such and 
rapidity.—Sales Management 


his 
in a 
ale mn Owl 

saiesmen who 


there are some 


cannot be 


ease 


Now Sell 
Them Radios 


f radio programs 


With number « 
by, and for business men, showing a 
regular 
ing System 


“Weekly 


of Special 


Columbia Broadcast 
begun to 
ot 


+ 
to 


increase, 
has issue a 
Bulletin Programs 
Interest Business Men,” 
ie time, topic and speaker of 


Radio 
with tl 
every 

Pp 
R 


program in a_ handy listi 


i {7 k 


no 
tink 


FICS S 


The Farm 
As a Market 


‘ for 
products on the rejuvenated 
farms! Farmers are going to spend 
millions buying electrical washing ma- 
chines and ironers, electric ranges and 
electric refrigerators the house. 
\nd small motors, electric milking ma- 
chines, brooders, etc. for the farm work. 
Farm men and women have been read 

Now 


There's 1 5 billion dollar market 


electrical 


for 


ing about these things for vears. 


lots of them can have t 
time. About 1,200,000 farms have 
power now—157,000 got it for the first 
time last year. This means small 

dealer must be 
small-town outlets must be opened. 
farmer doesn’t like to go too far t 


—Electrical World 


town 
New 
Che 
buy. 


stocks 


watched. 


88 


Profits In 
House Wiring 


contractors often 
from ordinary house wiring 
jobs. But Herman Andrae Elec- 
tric Ce.. of Milwaukee’s largest 
electrical contractors, finds them profit- 
able. \ list of 22 homes 
this company 
Conduit and armored 
systems most commonly 
price averages $2.14 per 


trical Contracting. 


arge industrial 
shy away 
the 


one 


recently 
wired by 92 


outlets « 


cable 


averages 
ach. 
are the 
used and the 
utlet. Ele 


Using 
Good and Bad 
The 


Phoenix, 


Electrical 
Arizona, 


customers to write 


Equipment 
recently asked 
letters 
with 


refrigerator. 


telling ot 


their experiences 
featured 
ported they were dissatisfied. The 
the | 


advertisements. The 


the company’s 
Two users re- 
‘_he com 
of 
of 


pany ran all etters in a series 


newspaper use 





“This was the only way I could 
get by the information clerk.” 


Meracimsy7 


(RID 


‘s did a lot t 


Readers 


the two unfavorable letter 
make the campaign a 
believed all the letters must be genuin 
and people said. “If only two users out 
of 56 weren’t satisfied the refriger 
must be good. I’d like to see it. 
Electric Refrigeration 


success. 


ator 


AT ne . 
IV eWs 


Just One 
Customer! 


“Just one customer is important—the 
you are talking to right now,” 
one star salesman. Planning that 
next call, deciding whom you are go- 
ing to “hit” next, stands in the way of 
selling many a within 
reach.—Sales Management 


one 


Savs 


customer voice 


Put Their 
Names in Print 


\ Dallas druggist took advantage of 
the human failing of liking to see one’s 
name in print in this way: He printed 
lists of names of people he would like 
to have as customers in the newspaper 
[It took a full page but it brought re 
sults.—Pacific Drug Review 


Refrigerator 
Replacement Sales 


average interval for 
for electrical 
igerators, it is evident that the re- 
placement market will be a truly vol- 
ume market for the first time in 1938 
and that thereafter, it will grow in im 
1937 was the turn 

g industry’s attention 
on new was forced to give way 
to more emphasis on replacement sales 
People who are now coming into the 
replacement market are those who wert 
ten years ago, leaders in taking initi 


If we figure an 
repurchase of ten 


reir 


years 


portance. Possibly 


ing point, when the 


1 
Sales 
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They are the people who can | 


ative. 


spend money more readily, and who 
can be sold replacement refrigerators 
more easily than they were sold the 
first time ten years ago.—T7he Journal 
»f Marketing. 


MORE FACTS 


ON PRODUCTS 








Chargers and Fuses—The Killark Elec. | 
Mfg. Co., Vandeventer & Easton Aves., 


St. Louis, has issued a 4-page folder 
illustrating and describing their battery 
chargers. It includes information on 
the heavy duty garage type and on fast 
rate chargers, giving prices of each 
model. They have also issued a sheet 


on a group of SFE automobile and radio 
fuses, giving illustrations, sizes and list 





prices. 


v 


Lighting—The Reflector & 


ing Co., Chicago, has released a 4-page 


bulletin on Ster-Lite Fixtures which 
describes, illustrates and gives speci- 
fications on these fixtures. 


v 


Lighting—In 
Eyes of Industry are Keener,” the 
Curtis Lighting, Inc., Chicago, has 
described and illustrated the use of the 
“Light-Hood” in making indirect light- 
ing practical for industry. 


a six-page folder, “The 





v 


Switches The 
Lighting Co., Racine, Wis., has released 
catalog bulletins 88, 96, and 98, dealer 


Reliance 


price sheets and wholesale cost and re- | 


sale sheets 


covering their line of time 
switches, including their new Model 
W. switch described in Bulletin 98. 


v 


The 


released a 


Switches 
has 


K wikon Co., 
net price catalog No. 
OB-537 superseding all previous price 
sheets and quotations for outlet boxes, 


covers, and switch boxes; and catalog 
No. 337. showing net trade prices for 


conduit fittings 


Vv 


Tubes—Raytheon Production Corp., 420 
Lexington Ave., New York has an- 
nounced the publication of a 200 page, 
pocket size, tube “Databook.” It in- 
cludes information on tube applications 
and uses—maximum ratings, essential 
characteristics in operating curves for 
each active tube, data on resistor, radio 
receiving, tubes and 
There are circuit diagrams 


special receiving 


panel lamps. 


showing essentials of various sections of | 


modern radio receivers, and charts for 
determining the values of tube circuit 
constants and operating voltages. 
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Illuminat- 


Automatic | 


Chicago, | 











‘““ROME=—CABLE” 


BUILDING WIRE 


CUT SALES TIME— 
INCREASE SALES 


The most profitable sales for whole- 
sale salesmen are those which re- 
quire little time to overcome sales 
resistance. 














Because “Rome-Cable" Building 
Wire is well known in the industry 
for its quality and user satisfaction 
it will help you attain your wire 
bogey. 


ROME CABLE QUALITY 


Code, Intermediate Slick finish for Quick 
30% and Superaging and Easy Pulling 
Long Aging Rubber 
Uniformly Smati 
Diameters 

Clean — Easy Strip- 
ping 
Eight 
Colors 






































Approved by the Un- 
derwriters Laborato- 
ries, inc., N.E.C.S. 








Flame and Moisture Clear Distinet 


Resistant 






PRODUCTS — Hot rolled rods, bare and tinned copper wire, bere and tinned z 
strand, U.R.C: weatherproof wire, cotton, paper and asbestos magnet wire, | 
rubber insulated wires and cords, lead covered cables. ; 


ROME CABLE CORPORATION 


SALES OFFICES—New York, Chicago, Philadelphia, Pittsburgh, Richmond, Cleveland, 
Boston, Dallas, Los Angeles. 










































THE FINER THE JOB... THE 
MORE IMPORTANT THE LIGHT 


cHBle 


~ ost 
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UNITS FOR 
EVERY 
LOCALIZED 
LIGHTING 
NEED 


* 













Whatever the task where accurate seeing is required, there 
is a Fostoria Localite unit efficiently engineered to direct 
proper illumination on the job as easily as pointing your 
finger. The Fostoria supporting arm is automatically and 
instantly adjustable. The ball and socket joints require no 
oosening or tightening. A wide range of reflectors, in- 
cluding the new Uni-Focal and Canopy types, provide the 
correct localized illumination for each specific task. 
Installation cost is surprisingly low and pays high dividends 
in increased worker efficiency. A survey of your plant will 
be made without obligation. 


DESCRIPTIVE BROCHURE THE FOSTORIA PRESSED 
TRE ones ee’ STEEL CORP., FOSTORIA, O. 


book of localized lighting 
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Tubes—A revised edition of the Syl- 
vania Tube Characteristic Sheet. Data 
on new types, and new base views have 
been added, and data on older types 
have been brought up to date. The 
sheet can be used in standard three ring 
binders, and can also be opened for use 


as a wall chart. Hygrade Sylvania 
Corp., New York, N. Y. 

Vv 
Transformers—A 12-page catalog sec- 
tion dealing with  constant-current 


transformers has ben released by the 
General Electric Co., Schenectady. A 
ag: _ 
price and data table is included, also 
the types of transformers available, such 
as pole and subway types. The Nova- 
lux remote-control apparatus is also 
illustrated and described. 


v 


Wiring Devices—Eagle Electric Mfg 
Co., Inc., Brooklyn, N. Y., has 
its new list price dealer catalog, illus- 
trating and describing the Eagle 
products 


issued 


Wiring 


1938 Wholesalers’ Directory 


Phe 1938 edition of the annual /’eri- 
fied Directory of Electrical Wheole- 
salers contains names, prin- 
cipal officers, territory covered, number 
of salesmen, floor space occupied, prin- 
cipal lines carried and the approximate 
amount invested in stocks of electrical 
products for 806 independent electrical 
wholesalers and 61 others affiliated 
with one or the other of the national 
chains. Information on 261 main and 
branch houses of Graybar Electric, 
General Electric Supply and Westing- 
house Electric Supply, is also included. 
In all, the directory 1,128 
individual listings. 

In revising the 1937 edition to bring 
it up-to-date, several thousand changes 
were made. For example: 174 whole- 
salers increased their investment in 
stock carried and 108 decreased this 
investment; 109 wholesalers reported 
increased sales forces while only two 
dropped salesmen during 1937; 56 
wholesalers reported an increase in the 
floor space occupied but none reported 
a decrease. There were several hun- 
dred changes in officials of various 
concerns and numerous i 
address. 

The wholesalers listed are all recom- 
mended by reputable manufacturers 
and were investigated as to their stand- 
ing with the dealer, contractor and in- 
dustrial trade in their respective terri- 
tories. No effort was spared to make 
the latest edition as complete and ac- 
curate as_ possible. (McGraw-Hill 
Publishing Co., New York, $15.00). 


addresses, 


contains 


changes in 


90 





The Salesman’s Car 
CONTINUED FROM PAGE 12 


the salesman keeping up payments to 
the automobile finance company. In 
this way he eventually owns the car. 


Most electrical wholesalers pay 
2. the operating costs of salesmen's 
cars (54 per cent of those covered by 
our survey). A considerable propor- 
tion, however, (32 per cent) have an 
arrangement whereby their salesmen 
assume these expenses under various 
Very often the 
man working on a straight commission 


compensation plans. 


supplies his car and pays all operating 
costs. In a few cases (14 per cent) it 
was reported that the companies and 
salesmen shared operating expenses. 


A flat rate per mile is used when 
e electrical wholesalers pay op- 


erating expenses of salesmen cars. 


There are three commonly used 
methods of making allowance for car 
operation: 

(a) A flat rate per mile 
by 90 per cent. 

(b) A flat rate per day—reported 


by 7 per cent. 


report “d 


(c) Payment of thé actual ex- 
penses of operating—reported by 3 
per cent. 

The per mile allowance paid by 
most wholeaslers is five cents. This is 
supposed to cover all operating costs, 
and give the salesman a break on 
depreciation. Some companies pay as 
low as three cents, while other allow 
six cents. Sometimes the mileage al- 
lowance is the same for all territories. 
At other times it varies 
territory. 


with the 


The trouble with a flat mileage al- 
lowance is that it sometimes is too 
low for some salesmen while ,others 


make an actual net profit on every 





Automobile costs 
are of two types—fixed and variable. 
Fixed costs, such as obsolescence, de- 
preciation and insurance are prac- 
tically the same whether a car is 
driven one mile or 10,000. A flat rate 
per mile assumes that costs vary in 


mile they operate. 


direct proportion to the mileage. But 
the fact is that there are great varia 
tions in what it costs per mile to run 
different cars. 

Among wholesalers who allow 
salesmen a per day rate, there is also 
some variation. The smallest figure 
reported was $1.75, while the largest 
was $6.00. Per day allowances cover 
all costs including gasoline, oil, in- 
surance, repairs and garage. 

The fairest compensate 
salesmen for car operation is to allow 


way to 


them their actual expenses. For some 
reason, companies who are perfectly 
willing to accept a salesman’s word on 
his ordinary expenses hesitate to give 
him equal latitude when it comes to 
automobile expenses. If salesmen are 
furnished with proper forms for re- 
porting actual automobile operating 
expenses there is no reason why they 
should not be paid accordingly. This 
may require more bookkeeping but it 
is the fairest method. 


Most wholesalers’ salesmen pa 
4 e for whatever liability insurance 
is carried. This is natural when such a 
large proportion drive their own cars 
for business. Of the wholesalers 
answering our questions, 55 per cent 
require their men to pay for liabilit: 
Others share insurance 
costs with their men (32 per cent of 


insurance. 


those replying), and 13 per cent pay 
liability insurance premiums for them. 
The general rule on liability in- 
surance is that when the salesmen sup- 
ply the cars they pay for it; when the 
companies supply cars, they assume the 
insurance burden. 














“Now—how about 
through with that order Mr. Smutz.” 


ge < 





you crashing / 
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S. H. COUCH COMPANY, Inc. 
North Quincy, Mass. 











SHERMAN 
SPLICING 
SLEEVES 


Made to the high 
Sherman Standards. 
Free from burrs — of 
correct temper — each 
sleeve stamped with 
the name “SHER- 
MAN” as a guarantee 
of dependability. 


Send for 
Trade Bulletin No. 20 
Sold through Jobbers 


. B. SHERMAN MFG. CO. 
BATTLE CREEK MICHIGAN 
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ELECTRICAL WHOLESALERS 
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PAGE 82 GIVES DETAILS 
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Adam Elec. Co., 
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Arrow-Hart 
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Burnley Battery & Mfg. 
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SALESMEN 
WANTED 





Manufacturer of wiring devices 
has several territories open. Will 
consider active commission agents, 
representing non-conflicting lines. 
State experience, area travelled, 
and other lines carried, if any. 


SW-125 
Wholesaler’s Salesman 
330 West 42nd St. 
New York City 














mc GRAW -HILL 


DIRECT MAIL 


As business paper 

publishers for over 

50 years, McGraw- 

Hill is uniquely equipped to offer com- 
plete, authoritative direct mail cover- 
age of Industry’s major markets. 
Extreme accuracy is maintained (guar- 
anteed to 98%) and through 
analysis of markets, complete classi- 
fication of companies and personnel, 
etc., the widest possible selections are 
available. Send for handy reference 
folder “Hundreds of Thous of 
Reasons Why” which describes how 
McGraw-Hill Lists are built and 
maintained. 


What Fields Do You «6 
Want to Reach? 


Aviation 
Bus & Electric Railways 
Civil Engineering and Construction 
Coal Mining 
Electrical Construction 
Electrical Industry 
Food Industries 
Metal Minin 
Metal Working Industries 
Process Industries 
Textile Industries 
Administrative Executives 
Electrical Dealers & Wholesalers 
Mill Supply Houses 
Power Services 
Product engmsy-- M. Design 
Production an aintenance 
Radio Dealers & Wholesalers 
Radio Engineering & Design 
For further details, selections 
from above basic classifications, 
@ counts, prices, etc., or estimates 
on special lists . . . ask any 
representative or write to 


eT T MAIL DIVISION 
| ~ 4 McGRAW-HILL PUBLISHING CO 
. COMPLETE LISTS COVERING 


INDUSTRY'S MAJOR MARKETS 


wiw YORK & 














Coming next month 


THE ANSWER TO 
EVERY QUESTION ON 


TOASTERS * WAFFLE IRONS 
GRILLS or HOT PLATES 
ROASTERS ¢ CORN POPPERS 


See page 58 this issue for details 
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BROWN TAPE— 


the natural color of 


i RAW RUBBER... 


KLE 


















Above is an actual photograph 
of a piece of raw rubber as it 
comes directly from the sap of 
the rubber tree. To give it 
higher tensile strength and 
toughness, this rubber is smoked 
at the plantation. These smoked 
sheets of raw rubber are shipped 
to Plymouth in their natural 
brown color. 














This month 50,000 tape users will 
learn of "SLIPKNOT BROWN"— 
the first new development in tape in 
a generation. 






































Samples of this rubber will be 
sent on request to all whole- 
salers and salesmen, for use as 
a "sales tool.” 


“SLIPKNOT BROWN” introduces 
a brand new era in friction tape. It's 
different—it's better—because it's 
the natural color of raw rubber 
smoked sheets. Fresh, pure rubber, 
right from the tree, comes direct to 
Plymouth and is worked into the 
fabric. The high content of this 
raw, brown rubber in this new tape 
assures additional strength and last- 
ing adhesive qualities. 


Here's a chance to break into paige” 
accounts with a brand new idea in (ZY 
tape. Write today for your sample | 

and be the first to tell your buyers N 


to ''do it up brown!" 


PLYMOUTH RUBBER COMPANY, Inc. 


CANTON, MASS. 
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UNDER COVER WORK 


going on behind your sales efforts. 


Maybe you never thought of it in that light but isn't 
“under cover work" a good way to describe the advertis- 
ing and sales literature that is put out by manufacturers? 


Take for example the advertising and sales literature 
that is continually being sent out on BUSS Super-Lag 
fuses and other BUSS products. Silently but Ps « these 
selling messages are working for you. They permeate 
into the offices and before the eyes of men throughout 
all industry. 


Some of these men you call on. Others are the ones 
you would like to reach but can't. Others are the men 
who influence the men you reach. Still others are to-day 
of no value to you but to-morrow may be key-men in the 
sales picture. 


Day in and day out these messages are working for you. 
They Bat drumming away while you are out working else- 
where. They help to make your job of selling easier 
because they educate your prospects about the time and 
money saving advantages of using BUSS fuses. 
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How to make this advertising do double work 
for you 


By tying your own sales efforts into the advertising 
done by BUSS and other manufacturers you can greatly 
increase its effectiveness as far as you personally are 
concerned. 


An easy way to do this is to study over every piece of 
advertising you come across that pertains to the products 
you are selling. I+ is surprising how many good sales 
pointers you can dig up by this simple method. 


Then, too, when you get some special bulletin or book- 
let about some product carry it with you to show to pros- 
pects. (Don't overlook customers either—we have to keep 
them sold.) 


Another good idea is to get the BUSS representative 
in your territory to check over the literature you have on 
BUSS fuses. He may be able to give you some new 
piece or can replace some soiled one. He is always ready 
to give you any co-operation he can. 
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